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| is the measuring stick by 
| which all credit granters 
judge _ 


| may 
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| 

| PROTECT YOUR CREDIT | 

| BY PAYING PROMPTLY | 


To be used on past-due accounts 
when other appeals fail. Con 
sistent use will increase collec 
tions and reduce credit losses. 


Only $300 a thousand 
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REVIVED BY REQUEST 


THESE FIVE stickers were discontinued from our standard series, 
but were reinstated at the request of many of the previous users who 
praised their effectiveness. 


YOU TOO can use the four collection ‘‘persuaders’’ 
cut your collection costs. 


shown below to 
These polite reminders speed up collections 


amazingly because with them you can start the collection process ear 
lier. The inactive sticker, also shown below, builds sales and good will. 





es Us 

Kemind You-- | 
that this account 
has probably been 
overlooked and 
we'll appreciate 
your remittance. 


Thank You! 





SINCE MOST debtors are 
honest, the messages on these 
stickers carry an appeal that 
produces results. Repeat or- 
ders confirm this fact. 


OVER A MILLION a year 
have been used by members! 
If you are doubtful, order a 
supply right away and be con- 
vinced. Shown actual size, 
they are printed in two tones 
of blue on white gummed pa- 
per. Order from your Credit 
Bureau or National Office. 





Please / 


NOW that we've 
reminded you, 
won't you send 
us a check— 
please? 

Thank You! 




















ONLY $33.00 4 THOUSAND 
Assorted $3.50 a Thousand, in lots of 100 














The promptness 
with which you 
have paid your 
account 1s appre- 
ciated. We hope 
you will use it 
regularly. 





of the Month ||) 
Is the Merchants’ and . 
Professional Men’s (0) 


Pay Day! 


Paying bills prompt- 
ly maintains a gc 
credit record. 
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SUCCESSFUL CREDIT DEPARTMENT LETTERS 


Volume § 


This new volume of successful credit department letters and forms is a gold 
mine of information and inspiration for the credit executive and for the credit 
correspondent 


A VALUABLE ADDITION TO EVERY CREDIT GRANTER’S BOOKSHELF 


Actual reproductions of over 160 successful credit department letters and 
forms—representing the most modern thinking of the nation’s credit leaders 
on result-getting letters and forms from previous tissues o1 The Credit World. 


INDEXED FOR YOUR CONVENIENCE 


Gathered together in one handy volume for quick reference when form letters 


are to be revised or new ideas 1n credit sales promotion sought 


A NEVER-FAILING SOURCE FOR IDEAS AND SUGGESTIONS 


Here are just some of the types of the successful credit department letters an 
forms shown in the booklet 


48—Collection Letters and Printed Notices 
40—N.R.C.A. Statement Stickers and Inserts 
39—Credit Sales Promotion Letters 
18—Adjustment and Good Will Letters 


17—New Account Acknowledgment and Account Declined Letters 
. and many others. 


A LETTER FOR EVERY CREDIT OFFICE PURPOSE 


Because the illustrations are exact reproductions of the originals the letterhead 
offer unlimited opportunities for study and comparison. Firms considering re 


designing of their letterheads will find this to be a unique and complete display 


Just Off the Press—Order Today—Use the Handy Order Coupon Below. 
Price—$1.50 to members. $2.00 to non-members. 


maAtTL ee oS coupon TODAY 


NATIONAL RETAIL CREDIT ASSOCIATION 

375 Jackson Avenue St. Louis 5, Missouri 

Please send me copies SUCCESSFUL CREDIT DEPARTMENT LETTERS (Volume 5) 
Name Address 

Firm 

City Zone 

Check enclosed Mail me a bill 
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Economies of Instalment Selling 


Dr. Ernst A. Dauer 


Director of Consumer Credit Studies, Household Finance Corporation, Chicago, Illinois 


T IS NOT news to you that we have the highest 

standard of living in the world, with Canadians 
running a close second. But do we realize fully what 
that means? In many parts of the world the typical 
home is a two-room mud hut. American housing is not 
perfect, but we have far more homes with central heating 
than the rest of the world combined. Most of the world 
goes to the village well or the local stream for water. In 
this country, the average man has a bathtub and running 
water in his home. 

The United States has only 6.5 per cent of the world’s 
population and 7 per cent of its land area. Yet we have 
more than one-third of the world’s railways, more than 
one-half of its refrigerators and telephones, more than 
three-fourths of its automobiles. We produce over one- 
half of the world’s manufactured goods. We consume 
more than one-half of the world’s output of coffee and 
rubber and almost two-thirds of the silk and the crude 
oil. We have more people in college and high school 
than all the rest of the world. 

A century ago that was not so, Our standard of living 
was not much above that of the average of the world. 
Our unparalleled economic advance in the last century 
can truly be called “The Miracle of North America.” 
Industry, skill, knowledge, and more efficient machinery 
and processes have changed scarcity into an abundance 
of the good things of life. In 1830, 70 per cent of the 
labor force in the United States was required to produce 
our food; by 1940, only 18 per cent. 

A century ago, men and animals carried almost all of 
the work load. ‘Today, manpower supplies only 4 per 
cent of our work energy, animals 2 per cent, and power 
driven machines assume more than 90 per cent of our 
burden. As machines have taken away the drudgery, 
inventive skill has created new products; the new products 
have created new jobs. 

We have attained an ever higher output per worker 
and a higher output per hour of work. These have made 
possible higher wages and shorter hours and at the same 
time large-scale production has made it possible for the 
average worker to buy an ever increasing amount of goods 
and services with those wages. 

In order to bring about large-scale production, we had 
to have investors and creditors who were willing and able 
to supply a large volume of funds to business enterprises. 
Management had to be aggressive and willing to assume 
the responsibility of using such funds. A stable govern 
ment, assuring security of person and property and a 
reasonable burden of taxation, was essential to create 
confidence. The money supply, chiefly in the form of 
bank credit, had to expand to keep pace with growing 
production and trade. Finally, there had to be an assur- 
ance of sustained mass markets in order to make large- 
scale production feasible and profitable. 

Although there are some other countries which enjoy a 
relatively high standard of living, ours is the highest. It 
is also unique in the large extent to which it is represented 
by consumer durable goods, In maintaining mass demand 
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for those consumer durable goods, instalment selling has 
played, and must play, a dominant role 

Throughout the 19th century the philosophy of avoid- 
ing debt under all circumstances, and acquiring assets 
only out of savings, dominated individual thinking. It 
caused the thrifty middle-class family to live a lifetime 
When that 
thrifty family finally was able to purchase a home or 


of “doing without” in order to save money 


major durable goods, they were usually too old to enjoy 
them. 

Furthermore, so long as that philosophy was dominant, 
mass production and consumption of major durable goods 
were impossible. We can recognize most easily how a 
requirement of cash in full restricts the demand in the 
case of the purchase of a home. Most families can acquire 
a home only by paying for it out of income over a long 
period of time. It is equally true that even today the 
average family must use credit, and must spread the pay- 
ments over a period of time, in order to purchase all 
major durable goods. 

The “Survey of Consumer Finances,” made by the 
Federal Reserve Board early in 1951, provided the latest 
reliable information on this subject. It showed that about 
80 per cent of the spending units (about the same as a 
family) in the United States have an income of less than 
$5,000. This 80 per cent of the population comprises the 
mass demand which has made mass production possible. 
Yet, almost two-thirds of that 80 per cent of the popula 
tion has less than $500 in liquid assets. The total of their 
war savings bonds, checking accounts and savings in 
banks, in postal savings accounts, in savings and loan as 
sociations and in credit unions is less than $500. Thus, 
the mass demand tor all mayor purchases 1s largely de- 
pendent on instalment credit 


Little Provision for the Future 


The $3,000 annual income of the average (median) 
spending unit in the United States leaves little excess 
above necessary day-to-day expenditures, payment of taxes, 
and prudent provision for the future. That small margin 
is spent by the average person for something of immediate 
benefit instead of being set aside to be accumulated until 
enough is available in cash to purchase a major durable 
good at some future date. Yet moderate instalment pay- 
ments for a durable good can be fitted into the family 
budget, and the family has immediate use of the article. 

Thus, through the use of credit, the average American 
family has arrived at a philosophy of living which differs 
from the old idea of “doing without” things in order to 
save money. Instead, we have a concept of acquiring 
durable goods from which to secure continuing services 
when the family is young and its needs are greatest—and 
of paying for them out of income at the same time that 
the durable goods are being enjoyed. 

That changed philosophy and instalment credit, to- 
gether, have made possible the mass production of cars, 
television sets, refrigerators, and a host of other durable 
goods. They have transformed the character of our 








standard of living. It is not correct to say that instalment 
credit has merely enabled the average family to buy these 
durable goods a little sooner. Without instalment credit 
the average family would never have bought those many 
major durable goods, which are the unique characteristic 
of the North American standard of living. 

Criticisms of the use of instalment credit, as such, 
usually involve some confusion of thought. A critic re 
cently stated disapprovingly that “many people are 
mortgaging their future through instalment credit.” He 
fails to recognize that every credit transaction involves 
a “mortgaging of the future.” Every businessman, who 
enters into any long-term purchase contract, or who rents 
any piece of property, mortgages the future. He com- 
mits himself to make future payments, usually out of 
anticipated income. A businessman would not do so 
unless he had confidence in the future, in the stability of 
our country, our government, our business institutions, 
and confidence in his own ability to earn an income under 
our competitive system. Those who lend him money 
have similar confidence, and in addition have usually 
made a careful examination of the reasonableness of the 
borrower's expectations. Such confidence is good and 
not bad. Without it, we would have no banks, no credit, 
no money, and we would be reduced to a barter economy. 

The consumer, who uses instalment credit, likewise 
“mortgages his future income” only when he has con 
fidence in the future. And the record shows that all 
but a small minority use their credit discreetly. The 
same speaker said, “Folks who can’t afford to buy, should 
not go into debt to buy.”” If he meant to say, “Folks who 
cannot buy for cash, shouldn't buy,” I disagree. The 
use of credit is one thing; the wisdom and soundness of 
any particular purchase, by any one person, is something 
entirely different. The important question to examine 
before reaching a judgment on the propriety of any 
particular transaction is not whether the purchase is made 
for cash or on time, but whether the purchase is a sound 
one in relation to the scale of living, the present and 
tuture income, and the management of that income by 
the individual. 


Use of Credit Completely Sound 


‘The use of credit, as such, is completely sound. When 
a family buys a refrigerator, a car, or a television set, it 
actually purchases an extended period of services covering 
five or ten or more years. Frequently the purchase 
obviates the need for alternative services which might 
cost as much as, or more than, the instalment payments, 
e.g., the cost of ice eliminated by a refrigerator, the cost 
of laundry, the cost of public transportation, or the cost 
of entertainment. It is perfectly reasonable, therefore, 
for the family to spread the payments over a period of 
time for those years of use. 

In each year about three out of every ten families in 
the United States spend more than their current year's 
income For the most part, the excess of expenditures is 
the result of purchasing major durable goods, either for 
cash or through the use of instalment credit. To use 
accounting terminology, these are capital expenditures, 
and not living expenses. Some people, not understanding 
the full significance of that fact, are misled into believing 
that many of our families are living beyond their incomes. 


Nothing is further from the truth. When the durable 


goods, purchased on time, are owned free and clear at the 
end of one, two, or three years, their purchase on credit 
has been an act of real savings in an amount which could 
not have been saved in any other manner. 

In fact, the sound use of instalment credit is conducive 
to more careful spending and more careful use of family 
income. You know that when a family acquires durable 
goods through the sound use of instalment credit, it will 
make every possible effort to meet those instalment pay 
ments through the regular budgeting of income 

Of course, it is natural for instalment credit costs to be 
criticized. But mass demand and mass production have 
brought about a great reduction in prices which has 
benefited all purchasers whether they buy for cash or on 
time. The reduction in prices brought about by large 
scale production through the use of instalment credit has 
reduced prices far more than the carrying charges in 
volved in the use of instalment credit by the individual 


purchaser 
Cost of Instalment Credit 


The cost of instalment credit expressed as a rate ts 
necessarily higher than the rate of interest on a commer- 
cial bank loan. While it is natural for such a comparison 
to be made, it is not a sound comparison. The com 
mercial bank loan usually calls for repayment on a single 
date, whereas the consumer loan calls for a number of 
instalment repayments. In addition, the commercial loan 
ordinarily is much larger in amount. ‘The same rate ap 
plied to a large loan naturally brings in a higher gross 
income, while the expense of handling is not proportion 
ately higher. This is the principle which distinguishes 
wholesale from retail transactions. The rate of charge 
on the retail transactions of the consumer credit field is 
determined by the small size of the average outstanding 
loan balances. 

Some criticisms of consumer credit are related to the 
volume outstanding or to changes in that volume. Before 
ce nsidering these criticisms, it is desirable to point out the 
differing characteristics of the various types of consumer 
credit. 

Ihe most commonly recognized form is the charge 
account The amount outstanding at the end of any 
month consists largely of purchases made during the 
month which have not yet been billed to the customer 
Thus, the fluctuations in the amount outstanding from 
month to month represent almost solely changes in the 
mounts of goods and services purchased and changes in 
prices. The four billion dollar level of charge accounts 
of recent years has been about double the level of the 
prewar period almost solely as a result of price changes 

Similar in character to charge accounts at stores 1s the 
one billion dollars representing bills due service establish- 
ments, public utilities, and professional people. ‘This so 
called service credit, like charge accounts, is chiefly for 
convenience in handling day-to-day transactions The 
amounts involved will normally be paid within a short 
period after the monthly statement is rendered. 

Instalment credit, on the other hand, is paid out of 
future income over a period of time. ‘Total instalment 
credit outstanding of $14.4 billion at the end of June, 
1952, can be segregated into: (1) instalment credit used 


for the purchase of durable goods and services totaling 
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$10.6 billion ;* and (2) personal instalment cash loans, 
totalling $3.8 billion. As we have seen, the former has 
been a vital factor in making mass production possible 
and thus bringing about our high standard of living. 


Personal Instalment Cash Loans 

Personal instalment cash loans, by way of contrast, act 
as a safety valve, or a balance wheel, in our economic 
system. They make it possible for families who have run 
into temporary financial difficulties to get back on their 
feet. The amount of such loans is remarkably stable. The 
growth since the war reflects largely the increase in price 
level as compared with the prewar level. 

Personal instalment cash loans, today, amount to about 
$3,800,000,000. Commercial banks hold 38 per cent; 
consumer finance companies operating under small loan 
laws 37 per cent; credit unions 17 per cent; and indus 
trial banks and industrial loan companies the remaining 
8 per cent. While consumer finance companies have 
about the same amount of personal instalment cash loans 
as banks, they serve a larger number of families because 
their loans are much smaller. 

How important to businessmen throughout the country 
are the services of consumer finance companies? One out 
of every seven families uses their services. In 1951, about 
one-eighth of their loans were for the direct purchase of 
goods; about another one-eighth were for education and 
self-improvement. Almost three-fourths of the amount 
borrowed was used to pay debts already owed to local 
creditors. Thus, for the most part, these loans did not 
create new debts 

These loans enabled families to consolidate their local 
debts and pay them off monthly with only about six or 
seven per cent of monthly income. The balance of the 
family income is then available for making normal every 
day expenditures of other kinds; it is available for use in 
patronizing your stores. 

It is not unusual for a family to carry three or four 
time payment accounts for the purchase of goods or 
services, well within their ability to make regular repay 
ments under ordinary circumstances. But when a strike 
layoff, unforeseen illness, or any interruption of income 
occurs, the family needs cash. A loan from a small loan 
company is often the only means of permitting such a 
family to budget its way out of difficulty. 

Experience seems to indicate that these two types of 
financial problems, the need to consolidate debt, and 
emergency needs, arise in the average family about once 
every two or three years. Such instalment debt comes 
into existence at about the same rate at all times, except 
during periods of widespread unemployment, when pro 
spective debtors are reluctant to borrow and also are not 
able to present evidence of a satisfactory ability to repay. 

Consumer instalment credit used to purchase durable 
goods is the only form of consumer credit which has 
fluctuated sharply. It also has shown a large growth, 
which was most rapid during the Twenties. It now 

*This is not the same as the more commonly referred to 
figure for “instalment sales credit” as published by the Federal 
Reserve Board Instalment sales credit, as defined by the 
Federal Reserve Board, includes only purchases in which the 
credit is originated by the retail seller lo that figure, I have 
added the instalment loans by commercial and industrial banks 
made for the purpose of buying durable goods at retail and 
secured by those goods, plus repair and modernization credit, 


which also represents the financing of durable goods and 
services 
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accounts for the financing of the sales of about one-half 
of all consumer durable goods. 

What appears to be a very rapid increase since 1945 is 
only a catching-up process. With outstanding volume re 
duced to $1 billion as a result of the war, it was inevitable 
that the rise in outstandings would be sharp. The present 
volume, as compared with the prewar period, merely 
reflects the change in prices. 

In the months of May and June of this year the amount 
of instalment purchase credit outstanding rose sharply. 
This increase was attributed in the press to the suspension 
of Regulation W. About two-thirds of the increase in 
those months was in automobile credit. What are the 
facts regarding this increase? The amount of consumer 
credit outstanding is the result of changes in two factors: 
the rate of repayment, and the volume of new credit 
granted. There is usually a marked seasonal variation 
in car sales. Examination of the credit-granted figures 
shows that there is a sharp seasonal bulge, usually in 
April, May and June. This peak was very pronounced 
in the prewar years. In the early postwar years, when 
there was a big backlog of demand for automobiles, this 
seasonal pattern did not exist, but there has been a 
tendency in recent years for it to be re-established 

The sharp increase in instalment credit granted for the 
retail purchase of autos, as estimated by the Federal Re 
serve Board for May and June, appears to be largely 
merely a part of this bulge. To some degree scare buy 
ing, stimulated by fear of shortages resulting from the 
steel strike, undoubtedly made this bulge more pronounced 
than usual. The removal of Regulation W probably also 
played some part, but I believe that it was less important 
than the other factors. 

Incidentally, repayments of automobile instalment 
credit are currently running at about $700 million per 
month. Compare that with the outstandings at the end 
of June of about $5.8 billion, and it emphasizes the high 
degree of liquidity of this credit paper and the high rate 
of turnover of the portfolio of automobile finance com 
panies. It also indicates that those figures of outstandings 
will probably go down when the seasonal bulge is over 


Increase in Automobile and 
Durable Goods Sales 


Ihe spurt in automobile and other durable goods sales 
in May, June and July caused the total of consumer credit 
outstanding to exceed its previous peaks. This has caused 
outbursts from some alarmists. However, there is no 
evidence that consumers, by and large, have become over 
indebted, or that the credit structure is unsound. Cur 
rent volume is comparable to the prewar level in terms 
ot consumer income after taxes, in terms of wages, or of 
other measures of national income or productivity. Cur 
rent volume is much lower in relation to liquid asset 
holdings, both for the entire population and for the 


various income groups 





To do more business profitably, and to help 
locate “lost customers,” always take a com- 
plete credit application from all new accounts 
and check these through your Credit Bureau. 




















































The present volume would not cause widespread hard 
ship if a downswing in business were to occur! Nor 
would it perceptibly intensify such a downswing! There 
is a popular, but false, notion that repayment of instal 
ment credit in the 1930-1933 depression intensified de 
clines in the physical volume of sales of food, clothing 
and furnishings, for example. 

The total volume of consumer credit, on June 30, 
1952, $21 billion, is not an insignificant amount. Some 
people, aware of its size, and aware that the total moves 
in the same direction and at the same time as changes in 
business conditions, have proposed a permanent Regula 
tion W to aid in levelling the peaks and valleys of busi 
ness. I have treated this question at length in my talk, 
“The Effect of Consumer Credit on Business Fluctua 
tions” at the University of Illinois Consumer Credit 
(This appeared in The Creprr Wor vp, 
December, 1950.) Here I will briefly state my con 


(onterence. 


clusions. 

It is possible to decrease the demand for major durable 
goods in a period of active business by requiring higher 
down payments and shorter terms. But that process 
cannot be reversed. It is impossible to stimulate the 
demand for major durable goods during a downswing 
through lower down payments and longer maturities 
Relaxation of terms is ineffective when people lack con 
fidence in the future, when there is a significant amount 
of unemployment or fear of widespread unemployment 

Unless the Federal Government effectively coordinates 
the other far more important implements for controlling 
cycles which it could exercise, the attempt to regulate con 
sumer credit must be both ineffective and destructive 
The only thing that can be accomplished is to reduce the 
demand for durable goods during prosperity when people 
want and are able to buy. The result would be a con 


tracting—not an expanding—economy, a lowered average 
level of industrial production and employment and a 


lower-than-necessary standard of living 


Role of Regulation W in Economy 


Some people who would not favor burdening the 
economy with Regulation W permanently, feel that: it 
has an important place in a period of emergency My 
own position can be stated quite simply: If, in a period 
of emergency, there is a shortage of consumer durable 
goods, selective credit controls such as Regulation W may 
be of some assistance in reducing the demand for those 
specific durable goods to bring about a somewhat better 
relationship to the available suppl) All the evidence 
shows that there has been no lack of supply of consumer 
durable goods, except in a temporary sense during periods 
of frantic buying, notably in the summer and fall of 
1950 and the winter of 1951. 
periods neither Regulation W nor anything else could 


In those frantic buying 


cope with the forces involved. 
The chairman of the Federal Reserve Board, in the 


summer of 1951, denied that the Board was concerned 





Reading this publication carefully 
aud rwgularly will contribute to 
your success ara Credit Executive. 











with the effect of Regulation W on the demand for con 
sunier durable goods. He rested his case for consumer 
credit controls entirely upon their use in fighting inflation. 
He said, ““We have no other reason for being concerned 
with the regulation Regulation W) is, as we have 
indicated, an emergency anti-inflationary measure (Em 
phasis supplied.) His position is, in my opinion, almost 
wholly without merit 

Fighting inflation requires (1) elimination of wasteful 
government expenditures, (2) adequate taxation, (3) 
suitable incentives to encourage consumer saving, and 
(4+) use of general credit controls If these are not 
consumer credit controls cannot 
If they are 


utilized appropriately 
materially influence the total money supply. 
utilized adequately consumer credit controls are not only 
unnecessary, but in addition prevent the fair distribution 


ot the consumer durable goods which are available 


Inflationary Effect of Consumer Credit 


The inflationary effect of consumer credit is vastly 
overrated. In no single year, from 1929 through 1951, 
has the increase im consumer inst ilme nt credit outstand 
ings amounted to as much as 1.5 per cent of the total 
annual purchasing power of consumers after taxes The 
effect of the increase in consumer credit upon the in 
crease in the money supply is of negligible importance as 
compared with the influence of huge defense outlays, non 
detense government spending and other factors 

Let us answer a final question Can the miracle of 


North 


working hours, higher real incomes, and ever higher 


America be repeated? Can we attain shorter 
standards of living? We can, if we avoid a major de 
pression, if we remain at peace, if we continue to increase 


productivity per man-hour (by about 2 per cent per year 


as we have in the past), and if the benefits of higher 
productivity are passed on to the masses 
That is the conclusion of two basic studies Control 
ling Factors in Economic Development” by Dr. Harold 
G. Moulton, President of the Brookings Institution, pub 
lished in 1949; and 


produced by the 


America’s Needs and Resources,” 
Twentieth Century Fund in 1947 
These studies, upon which I have drawn freely for the 
material treated above with regard to “The Miracle of 
North America,” develop in considerable detail the condi 
tions necessary to obtain increasing productivity 

The various engineering societies of this country are 
currently meeting in Chicago celebrating the centenary 
of their establishment. They are emphasizing that liberty, 
freedom of research, and competition are the driving 
hafts in obtaining higher productivity 

| wish merely to point out, in conclusion, that so long 
i the nation increases its productivits ind the number 
of families and the population grows, the volume of con 


sumer credit, or consumer debt, must continue to increase 


In fact, to attain a reasonably steady progre toward 
higher standards of living, it is essential that mass de 
mand be sustained and progressively expanded ‘This 
will be possible only if the average family can continue 
to exercise its freedom of choice, including the sound use 
of consumer credit The iveraye family needs the con 
venience of charge accounts for its day-to-day transac 
tions, the use of instalment purchase credit to raise its 
standard of living, and the lve of personal in 
stalment cash lending to enable to meet those emer 


gencies which free economy ane 
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redit | of Today anal =, — 


Mrs. Lois Huey 


Austin Finance Corporation, Austin, Texas 
Past President, Credit Women’s Breakfast Clubs of North America 


TRUE STORY of the “Credit Women of 

Today and Tomorrow” cannot be told intel- 
ligently without first saying a few words about the 
credit women of yesterday. What we are today, 
and will be tomorrow, is necessarily an advanced 
pattern of the past. 

For a number of years, women have been employed in 
business, but it is only during the past 18 years or so that 
we have been employed to handle credit. Just 12 years 
ago, the Credit Women’s Clubs became an International 
organization and was accepted as an affiliate of the N. R. 
C. A. Until that time, girls employed in credit depart 
ments were considered by their employers as being em- 
ployed as file clerks, stenographers, or bookkeepers and 
not being recognized as employees working directly with 
credit. Through these years of non-recognition of the 
credit woman, the employer knew that new accounts 
meant new business and often transferred to the girl in 
his office the responsibility of profitably closing a sale 
when skilled handling was required. Often on examin- 
ing accounts receivable, the employer found problems 
existing that were entirely different from that of selling 
merchandise, the problem of collecting. It was then the 
girl in the credit office realized the importance of know- 
ing something about people to whom merchandise was 
being sold on credit, and she took it upon herself to inter- 
view the customer and later to make inquiries about 
her before closing the sale. She took the initiative in 
making personal contacts with past-due accounts by writ- 
ing them urgent notes on the statements and in various 
other dignified ways. It was through her own aggressive 
efforts that the credit girl made herself constantly more 
valuable to her employer, and at the same time acquired 
the techniques of a skilled credit executive. Yet public 
opinion and management did not recognize her as such. 
Credit management was a man’s job. 

During this period of non-recognition, the experienced, 
farsighted credit women formed our organization, the 
Credit Women’s Breakfast Clubs of North America, and 
since its inception we have gained recognition in all credit 
associations and have arrived at our place in the credit 
field of today. We must never cease to pay tribute to 
those few credit women who gave us this opportunity. 

The woman credit executive of today has to qualify 
under the same attributes as those possessed by the man 
who is credit manager of the business next door, and 
she should strive to promote to her satisfaction a better 
method of credit operation, where and when more 
profitable to her firm. She should always keep in mind 
that “Credit Granting” is one of the most important 
factors in retailing, because in most stores, credit sales are 
at least 50 per cent of the store's volume, and in some 
stores, the figure ranges up to 80 per cent. The success- 
ful woman credit executive of today has earned the con- 
fidence of her employer and the right to work with the 
operating committee on sales planning or other activities 
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that affect the credit policies of her firm. She works 
closely with the advertising manager, particularly when 
advertisements refer to credit terms. She is familiar with 
the operations of the complaint department and is qualified 
to make disposition of complaints referred to the credit 
department with such satisfaction to business and cus- 
tomer relations that her decisions are final. She is a part 
of the collection department and keeps well informed on 
modern collection methods and controls, especially those 
advocated by her firm. 

She is fully aware of the fact that sound credit, 
properly promoted, sensibly encouraged and intelligently 
controlled, is a powerful business stimulant and will hold 
the good will of the customer. She respects the dignity 
of purpose attached to the office of credit granting and 
realizes that it is the duty of the credit office personnel not 
only to represent the firm but the customer as well. She 
studies the possibilities to increase accounts already on the 
books and makes her recommendations to the sales promo- 
tion manager. The credit records of a firm contain tre 
mendous possibilities for inducing additional business and 
are capable of revealing considerable information on the 
correctness of over-all merchandise policies as well as 
departmental performance. It is the function of the 
credit sales personnel to exploit all avenues to increased 
sales as may be contained in credit records in their charge 
and to reveal such profitable findings to the manager of 
credit sales. 


Place of Credit Women in Business 


The average credit woman of today is the real dweller 
on the threshold of the vast field of credit in business ; the 
scene that appears before her is that projected by her 
own consciousness, and the observing woman soon dis- 
covers that she literally creates her own world. She 
knows she is not responsible for all the problems that 
present themselves for her consideration, but that she, and 
she alone, is responsible for her reaction to them. This 
is not easy to take at first, but when she awakens to the 
fact that the credit office is the most interesting place in 
her firm, she will face these problems with inspiration and 
with the conviction to master self-control and the funda 
mentals of the credit profession. She will take inventory 
of herself and from her own observation will know how 
important it is to have the following qualifications: 
(1) Health; (2) Integrity; (3) Intelligence; (4) Prac- 
tical experience; (5) An inquiring mind; (6) Judgment; 
(7) Aptitude for teaching; (8) Enthusiasm; (9) Ca- 
pacity to follow through, and (10) Ability to assemble her 
knowledge and talents, and the courage to put her de- 
cisions into action. If you aspire to be a credit leader 
you should do everything possible to rate 100 per cent on 
these ten qualifications. 

“To live is to grow, and to grow is to change.” Cer- 
tainly this is applicable to our credit structure. We must 
grow and change so long as credit continues to occupy 
an increasingly important place in business, because we 
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are charged with its administration and control. Success 
ful credit management offers a constant challenge ; credit 
education is the answer to that challenge. At no time 
can we, as credit granters, sit back and think we have the 
answers and need no further education. We must rise 
with the tide or else we may find ourselves ill-prepared 
and ill-equipped to meet the ever-changing demands and 
conditions of the future. The great end of credit educa- 
tion is to stimulate and discipline the mind to greater 
use of its own powers, rather than simply filling it with 
the accumulations of others. Credit education is a con- 
tinuous process, and a mutual experience between the 
experienced and the inexperienced. From the experi 
enced come counsel, explanations and valuations, while 
the keen and fresh mind of the inexperienced examines 
and tests them. The variations in age and experience of 
the more than 10,000 members of the CWBC of NA 
are important factors in making it the educational organ- 
ization that it is. The educational courses and directed 
policies of the credit women’s organization will help pre 
pare the newer members to be the credit executives of 
tomorrow. Methods, procedures and concepts of yester 
day and today are being remolded by the fast changing 
conditions, and we must continue to learn. We are still 
in the adolescent stage of credit sales promotion, but we 
do know the three important factors are: the acquisition 
of new accounts, the reactivation of dormant accounts, 
and the increased current account sales. In this promo 
tion work, we must also include consumer credit educa 
tion. We should strive constantly to educate our cus- 
tomers to the advantage of prompt pay and to the dis- 
advantage of slow pay. 

The smart credit woman of tomorrow will not open 
new accounts too fast. She will take time to sell the 
customer on the policy of her firm. She will think. She 
will attend all credit schools available to her, sponsored 
by the N. R. C. A., and she will give active support to 
local credit associations, and cooperate with credit bu- 
reaus. She will do these things to improve her individual 
performance and for the betterment of credit conditions 
in her community. Through her untiring efforts and her 
supply of knowledge retained from actual experiences, 
she will be possessed with a certain degree of scientific 
credit knowledge. She will know how to analyze and 
to apply credit information in a manner to assure sound 
judgment in the granting of credit. 

The outstanding credit woman of tomorrow will be 
capable of writing good collection letters. She will be 





Philadelphia Credit Women Elect 

Helen K. Green, A. Pomerantz & Co., was installed 
as the new President of the Credit Women's Breakfast 
Club of Philadelphia, at their regular meeting held at 
the Ritz-Carlton Hotel, October 16, 1952. Associate 
officers are: Mary E. Gillespie, N. Snellenburg & Co., 
Vice President; Doris VanMeter, Girard Investment 
Co., Secretary; and Betty Patterson, Land Title Bank 
and Trust Co., Treasurer. ‘The installation ceremony 
was conducted by Mrs. Daris Long, President, Mid 
Atlantic Council, Credit Women’s Breakfast Clubs of 
North America. After the ceremony Mrs. Long spoke 
on the responsibilities of the new officers and also pointed 
out that leadership could be effective only when given 
wholehearted support of the membership of any organi- 
Zation. 


collection minded and she will be good natured. She 
will seek constantly to discover and use the “you” ap 
proach, and will realize the need to maintain a sympa 
thetic but realistic frame of mind. Success in collection 
work is gained by using the right combination of words 
and appeals that will make the customer want to pay the 
bill. Collection letters should be polite and to the point 
be prompt in sending your letter or notice; in some way 
make it seem personal, perhaps hand addressed and hand 
stamped; be pleasing, thereby making a good impression 
on your customer. Most of the attitudes mentioned can 
be applied to direct personal contacts with the customer 

I have mentioned a few of the important facts con 
nected with credit procedures of yesterday and today, and 
some that we think will be practiced tomorrow ; therefore, 
it is assumed that most of us know what is going on. We 
see everything that goes by, or as it happens or after it 
happens We know where we are most of the time but 
we do not see things coming | nless we want manage 
ment or merchandise men to make our decisions, we must 
look ahead. Future years could be filled with opportunities 
for women credit executives, and years in which we can 
demonstrate further the value of our credit organizations 
as a major factor in retailing. Many large retail busi 
nesses looks to their credit departments to promote ch irge 
accounts and more retail businesses will be depending on 
credit departments for sales promotion in future years 
There are your opportunities. Take advantage of them 
Look ahead, work more efficiently and be creative in credit 
and sales promotion. Be intelligent credit women. *** 





America’s Largest Manufacturers of 


CREDIT PAYMENT 
PASSBOOKS 


and LEDGER CARDS 
for MACHINE POSTING 
and HAND POSTING 


We manufacture the 
largest and most com- 
plete line of credit and 
layawoy plan possbooks 
and ledger cards in 
America—serving 5,000 


credit accounts 


WILLIAM EXLINE INC. 


1270 ONTARIO ST CLEVELAND 13, OHIO 


Please Mention The CREDIT WORLD When Writing to Advertisers 











S YOUR Credit Department operating behind 
an iron curtain? Actually I know that it is not, 
but does your customer know it? Does she feel 
free to cross the line from the rest of the store and 
talk to you or your staff without a feeling of em 
barrassment or fear? Does she know that the 
credit department in your store is a service depart 
ment, there to work for her and serve her and 
help her in every way? If she does not, then you 
are missing a bet! 

With the exception of ministers and doctors, no one 
comes in as close touch with his customer as does the 
credit manager. ‘There the hopes, aspirations, failures, 
mistakes, misfortune and joys of the community are un 
folded. 


phony, until they run out of your ears. You meet cus 


You hear hard-luck stories, real, imagined or 


tomers who plead and whine, who storm and cuss, and 
customers who even cry on your shoulders 

You hear of husbands who drink or gamble, or fall for 
other women. You hear of wives who spend too much 
and then hold out on hubby by hiding the bills and collec 
tion letters from him. You hear of family problems that 
would vex the trained mind of a social worker. It is 
really not your job, but somehow or other it all flows 
across your desk. It is all part of the day’s work in a 
credit office. 

When you deal with consumer credit you do not deal 
just with figures or facts, with money or merchandise 
you deal with human beings. And human beings have 
always had, and will always have, probl.ms as long as they 
remain human beings. Since these varied problems affect 
your dealings, they are going to come to your desk. It is 
true you do not have to solve the personal problems of 
your customers. You do not even have to listen to them 
if you do not want to; but the manner of your handling 
of these many personal matters materially affects the 
future of your business with and from these very cus 
tomers 

Anyone. who has been a satisfactory customer, in the 
great majority of cases, can be made a satisfactory cus 
tomer again. And no store, however prosperous or suc 
cessful, can afford to lose one individual customer without 
a struggle. So in each of these cases you must listen. In 
In most of 
these cases the manner in which you listen, and the way 


most of these cases you must say something. 


in which you say something, is going to determine the 
future of that account as far as your store is concerned 

Take the case of Lizzie Glotz 
than the rest 


It happens more often 
Lizzie and Hubby have an account. In 
fact, they usually have too many accounts. ‘They are 
honest. They fully expected not only to pay, but to pay 
on time. Lizzie liked to dress, and naturally Hubby did 
not want to go around looking like a tramp. They were 
both young, and were entitled to some fun in life, so they 
had to spend part of their income for recreation. Since 
there were little Glotzes, that called for baby sitters and 
that increased the cost of fun. And nowadays everybody 
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Public Relations in the Credit Department 


HENRY C. ALEXANDER, Credit Manager, Belk Brothers Company, Charlotte, N. C. 
First Vice President, National Retail Credit Association 





has to drive a nice-looking car, live in a nice home, and 
you just cannot do without modern appliances. Even 
the neighbors will talk if you do not have a television! 
So the Glotzes ran up some rather sizable bills. They 
could and would have paid them (a little slowly perhaps) 
if everything had gone along smoothly. 

But things in this complicated world have a way of not 
always running smoothly. Hubby’'s “drinking brother’’ 
Hubby had to help, not much, but at least 
it hurt. And then Junior had to have his tonsils out. 


lost his job. 


That would have meant only a slight delay in meeting 
payment, but then the bad break came! Hubby lost his 
temper at the same time his boss lost his, and Hubby was 
He got another job all right, but he was 
on a small unemployment check for over four weeks. 
During the time he was looking for work he crashed his 
car into a coal truck. 


out of work. 


His insurance took care of the 
truck which was perfectly able to take care of itself in the 
argument. Then, to cap the climax, Lizzie went to the 
doctor and was told that she was going to have another 
baby. 

After you have exhausted your letters, phone calls, and 
finally get tough, Liz comes in to see you. She is making 
y ou listen to her 
tale of woe; if you had not heard it a few hundred times 


the rounds because she is now worried 
before you would really be touched. You ascertain two 
facts: first, Lizzie and Hubby still are basically honest 
and want to do the right thing Second, Lizzie and 
Hubby are really in a financial bind and it is going to 
take a long time for them to work out 

Now here is where you come in. You want your 
money. You want it as quickly as possible, but the old 
never failing rule prevails, “you cannot get blood out of 
i turnip”; and unless your bank is different, you cannot 
deposit the turnip and you cannot use it in business. So 
you must figure first on how you can get the cash of the 
realm, and second, how you can keep the customer's good 
will and future business. The second point is most im 
portant because the chances are that she will work out of 
this jam and having learned a lesson the hard way will 


not get into another 


Hostile Attitude of Credit Managers 


\ lot of credit men take the selfish, hard-boiled atti 
tude, “I want mine, and | want it right nou How 
much and how soon can you pay? You cannot make 


? ‘That is not at all satisfactory.”’ Some 


definite promise 
body's going to have to wait, and the chances are that 
everybody is going to have to do it, Or none at all will be 
paid. Now my thought is to cooperate. I mean really 
And more important, sell Lizzie on the idea 
lake a little time 


problem in detail. Then ask her what she suggests. Tell 


cooperate 
that you are cooperating Discuss the 
her that you know she is just as eager as you are to work 
out of this situation. If she suggests payments that you 
think are larger than she can make, tell her so. Better 
get a promise she can keep, than a better one that you 
know will be broken. 
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If Liz insists that she cannot do a thing until some of 
the others are taken care of, you may have to agree, but 
try, if possible, to get something. Even a dollar a month 
will keep her in the habit of thinking about your account, 
and keep it active. In any event, be sure she leaves your 
office feeling that you are a human being; interested in 
her and trying to help her in her great hour of need. 
Some of my best paying accounts still stop me to let me 
know how wonderful I was when they had their hard 
luck. What they do not know is that being nice was the 
only thing I could do. But they are my customers from 
now on 

Another good point to make is to explain to Lizzie that 
you must close her account until she works out. But tell 
her as soon as she is in the clear you will help her re 
establish her credit. It is not a bad idea to tell her if 
she just has to have some item for the kids while she is 
still paying, come by and you will try to work it so you 
can handle that for her. More than likely she will not 
ask you, but the offer leaves her with the feeling that 
you are about the grandest guy or gal in the world 

There are times when you can really help. Here is a 
good case. A budget customer of mine had real troubles 
She had been married some twenty-five years. She and 
about eight children, mostly grown, were buying from us 
Her husband, a railroad man, died and she felt she was 
entitled to some pension from the railroad retirement 
plan. But in order to get it she had to prove that she was 
his lawful wife and she did not have a marriage certificate 
To further complicate matters, she had taken her mother’s 
name, when she was married, rather than her father’s 
Her husband went by the name of some “white folks” 
instead of his family name. When they left their home 
in Georgia to move to North Carolina, he took a still 
different name, not that he was a fugitive, but just be 
cause he wanted to. 

She did not know who performed the wedding except 
they called him “Squire.” She was not sure just what 
name either she or her husband was married under, nor 
just when the ceremony was performed. She did know 
that “Squire” knew her, her husband and their families 
To you and to me it had the element of humor, but to 
What did I do? I listened, offered 


to help, wrote a letter to the courthouse in her home 


her it was serious 


town, and a kind, understanding official, knowing the ways 
of her people, mailed her a “paper’’ showing that she was 
the legal wife of her husband, and he the father of her 
children 


It took me five minutes to listen, two to dictate a 
letter, and if you think the time was lost, just try a sales 
promotion program to get her away from this store! She 
and her family are ours from now on. I do not mean 
that we should be “Dr. Anthony” to everyone, but we 
can be human. And even if the help we give others does 
not bring us business, it brings us a warm feeling of 
satisfaction and that helps make living worth while 

Some time back one of the college professors who makes 
a study of how to run your business, told me that what 
we did was called public relations. I suppose that is as 
good a name for it as any. To us it is just the old policy 
of “being neighborly,”” being friendly and not being too 
busy to stop and chat a little with folks who have trou 
bles. After all, I have had my share, and a little pat on 
the back never hurt me! wee 


woon's RMAS* 


The Friendly Personal 


Door-to-Door 
Solicitation Service 


OFFERS YOU: 


A controlled number of new 
charge customers DAILY- 


WEEKLY-MONTHLY. 


A controlled number of new 
charge customers at a _ con- 
trolled cost. 


A controlled number of new 
charge customers from pre- 
selected areas. 


Daily reports on causes of cus- 
tomer satisfaction or dissatis- 
faction. 


A permanent, economical, prac- 
tical program for continually 
increasing charge sales. 





25 New Charge Customers 
A Day Means $625,000 
A Year In Sales Volume 











A. J. WOOD & COMPANY 
1518 Walnut Street, Philadelphia 2, Pa. 


*The Research Method of Account Solicitation 
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Sts Your Right to Be Informed 


AUGUST J. KRUSE, Manager, Credit Bureau of St. Louis, St. Louis, Missouri 


ONE’S JUDGMENT should be based on informa 
tion. The wisdom of comparing ideas and methods, the 
old with the new, weighing carefully what may be only 
a temporary gain as against a longer range permanent 
program of sustained progress, cannot be overemphasized. 

In 1912 the National Retail Credit Association was 
founded and over the years special committees have been 
assistiag our National Officers in developing programs 
of improved service to the membership, sifting the un 
important trom the substantial, and fitting the whole 
into a program for sound methods and procedure in con 
sumer credit selling. 

During the past fourteen years, since the first publica 
tion of Retail Credit Fundamentals by Dr. Clyde Wil 
liam Phelps, under the direction of a representative com 
mittee of our credit managers, a definite program has 
been laid at the feet of business for better credit and 
collection procedure 

We, in St. Louis, have been happy to take advantage 


of these services, not only in daily busine operation 


but in our credit classes in local high schools and in our 
two universities. Dr. Phelps’s book has been a satisfac 
tory source of efficient and authoritative data as to what 
is meant by sound credit elling 

In recent years we have been privileged to study the 


condensed analysis in Dr. Phelps’s book entitled Important 
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Here you will find valuable 
assistance in gaining a bet- 
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in the credit office. 
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Steps in Retail Credit Operation. ‘This book, released 
under the auspices of the National Retail Credit Asso 
ciation, as General Manager-Treasurer L. S. Crowder 
points out, is dedicated to the smaller merchants and to 


the credit novice. This new and direct approach gives 
clearer understanding of credit selling. Important chap 
ters are devoted to all phases of credit operation, credit 
bureau services and the Associated Credit Bureaus of 
America It gives the student a clear 
importance and the power of consumer credit 
credit onomy 

The Directors of the Credit Bureau of t. Louis are 
greatly impressed with the value of this direct approach 
and have authorized me to contract for 600 copies for 


bution on our 


distribution to our membership as a contri 


part to the credit structure of our communit\ We 


receiving many calls for additional cop 1 ore 


reference for everyday credit operation. ‘The announce 
ment sent with the book is shown below 
These books will 
credit granters with the « ! (Association 
It is worthy of note that sufficient s have been a 
epted by our St. Louis schools ve one for each 
instructor in the various departments 
pation education. Qur state 
ing and we can expect a 
individuals as they take their p 
We are confident of the wholes 
made in consumer credit operations and 
of credit men throughout the ountry \ ho 
Steps In Retail Credit Operation We ure ll asso 
ciations to make use of this worth while tool wen 
Note: Members are invited to write to the National 
Office for details of special prices for quantity chases 
of Important Steps in Retail Credit by Dr. Clyde W 
Phelps discussed by Mr. Kruse in the foregoing article 





Hospital and Professional Group Transcript 

The proceedings of the Hospital and Professional 
Group Sessions held at the International Consumer 
Credit Conference at Washington, D. C. in June, 1952 
were recorded and transcripts of the addresses and dis 
cussion are now available at the nominal price of $2.00 
per copy. 

Ihe recording and transcription were made by A. . 
Perrez, Chairman of the Group, and the low cost is 
made possible by the fact that the facilities of the 
Rochester General Hospital, of which Mr. Perrez is an 
officer, were made available to him. 

Much valuable information relating to medical and 
dental credit and collection procedures is contained in 
the transcript. Every credit granter employed in hospi- 
tals, clinics, and medical and dental offices should have 
a copy of this important contribution to better under 
standing of the special problems involved in handling 
professional credit. 

Requests for copies should be directed to A. J. Perrez, 
501 Main Street West, Rochester, N. Y. Checks should 


be made payable to the Rochester General Hospital. 








How Two Revolutionary Ideas Were Created 
Frank J. Scott 
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It was then considered unthinkable for the average mar 
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a man should enjoy life insurance coverage for the pro 
tection of such credit. However, it soon became evident 
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the capacit ind willingness of people to honor their 


obligations were inherent, but there still remained the 


contingency of death. 
For some years after 1910 practically all personal loans 
were made on the so-called ‘“co-maker” basis, that is, on 


the character and earning power of both the borrower 


and his co-makers who might be relatives or friends 
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FRANK J. SCOTT is Vice Chair 
man of the Board, Bankers Secu 
rity Life Insurance Society, New 
York, N. ¥ From 1921-1925, he 
was auditor of the Guaranty Trust 
Company, New York, and is one of 
the organizers of the National Bank Auditors and Comp 
trollers. He served as head of Industrial Acceptance 
Corporation and then became Vice President of the 
Morris Plan Corporation of America in charge of the 
operation of a large number of consumer banks. He 
served as President of the Bankers Security Life Insur 
ance Society and in 1950 was elected Vice Chairman of 
the Board. He is a charter trustee of the National 
Foundation for Consumer Credit 
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Control of Credits and Collections 


L. Roy Christie 






Secretary-Treasurer, United Oil Corporation, Columbus, Georgia 


> IS SAFE to say that more than ninety per cent of 
the dollar volume of all commercial transactions in 
volve credit, in one form or another. From the moment 
that raw materials move from mines, fields, forests, wells, 
and oceans until finished products finally reach ultimate 
consumers, credit enters the picture. What is credit ? 
It covers a lot of territory. It involves the entire present 
economy, producers, sellers, purchasers, and financing 
operations. A broad explanation of credit would be: 
“The power to secure the present transfer of the owner- 
ship of wealth, expressed or measured in dollars or other 
monetary standard by promise of the buyer to pay an 
equivalent at a future time, based on the confidence of 
the seller in the ability and willingness of the buyer to 
meet such obligations promptly.” 

The measurement of credit has always been associated 
with the familiar three credit “‘C’s,”’ Character, Capacity, 
and Capital. 
ditions, has appropriately been added. ‘The extent to 


Within recent years a fourth “C,”’ Con 


which any customer is entitled to credit is entirely a mat 
ter of the credit granter’s individual judgment 


Follow-up of Past-Due Accounts 

All well-organized credit departments should insist 
upon a regular, reasonably termed follow-up of past due 
First, the 
longer an account is outstanding the more difficult it be 


accounts. ‘The reason for this is twofold. 


comes to collect. Second, a rapid accounts receivable 
turnover means reduced working capital requirements 

As to the collection policy, there are usually two kinds 
of folks, first, those who exhibit an honest desire to pay 
their debts, and to them your attitude should be chari 
table. Second, the others who ignore their accounts or 
refuse to make satisfactory arrangements for settlement, 
should be shown no mercy. 

Collection procedure may be summarized by saying 
that it is a good policy to collect on the basis of terms of 
sales set by the respective sales organization. Speaking 
of terms, these thoughts should be added, since collections 
and terms go hand in hand: 


First, special terms should be discouraged. Such con 
siderations generally amount to price advantages for the 
recipients. 
do meet ‘ 


This obviously is unfair to customers who 
‘standard terms.” 

Second, it is always easy to grant special terms but 
difficult, if not impossible, to withdraw them. 

Third, sales should be promoted on the basis of price, 
quality, sales services, good deliveries, etc. Sell merchan 
dise but do not sell credit terms, and 

Fourth, “special” terms offered to meet the competition 
generally result in competitors going one better. “Terms 
competition is deadly. It has wrecked a good many 
otherwise healthy businesses. The above is a conception of 
a few factors which contribute to sound credit policy; 
that is, maximum sales, minimum credit losses and in 
vestment in accounts receivable. 


There are a 
number of benefits which a merchant can expect from 
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Why is credit business good business? 





offering credit facilities to his customers. The following 


is a list of advantages of credit business. 


First, credit makes regular customers. Patrons with 
charge accounts are loyal. ‘They become part of the 
store family. Cash customers are everybody's customers. 
Credit customers, on the other hand, intend to buy where 
they have credit. ‘Thus credit creates repeat business. 
Second, credit sales, on the average, are larger. Cash 
Credit 
customers’ purchases are not restricted to price and the 


customers are constantly searching for bargains 


average sale is larger 

V'hird, credit customers buy more freely. ‘They buy 
more because it is easy to say, “charge it,” and because 
people like to do business where they are known and 
appreciated as regular customers. 

Fourth, credit builds confidence. By trusting goods 
to a customer, the store gains the confidence of the 
buyer; and confidence breeds good will. Goods can be 
sent on approval, sales can be increased through displays 
and suggestions which are more nearly taken at face 
value by credit customers. 

Fifth, credit attracts a better trade. Businesses selling 
on credit appeal to a better class of trade, interested 
primarily in service, quality, and style and only second- 
arily concerned with price. 

Sixth, credit smooths out business peaks. Cash trade 
tends to be greatest on certain days, such as Saturdays, 
paydays, and pre-holiday periods. Credit customers, on 
the other hand, tend to buy whenever goods are needed. 
Business peaks are costly, and anything that reduces them 
will reduce operating costs. 

Credit 
purchases may be made by several members of the family. 


Seventh, credit is a customary convenience. 


Many people object to the inconvenience of carrying 
sufficient money to pay cash for purchases, and 
Eighth, credit increases sales. This is the net result 


of the foregoing advantages. 


Disadvantages of Selling on Credit 


‘To make an absolutely fair presentation, it is necessary 
to cite some disadvantages of selling on credit. 


First, credit ties up capital. For this reason a merchant 
may be torced to borrow and pay interest costs 

Second, some credit losses are inevitable 

lhird, credit requires an attention toward detail and 
a firmness that not all businessmen possess 

Fourth, credit increases the cost of doing business. 
How much. does credit business cost? On the average 
the cost of doing credit business is four to six per cent of 
credit sales This includes two to four per cent for 
extra work, extra forms, postage, etc.; one per cent on 
interest on average accounts receivable outstanding; one 
half of one per cent for bad debts; and finally one half 
of one per cent for credit information and collection ex- 
penses. Usually the gross profit distributed to credit 
sales exceeds the amount so spent, so, after all, perhaps 
it is not an expense. 








The two main types of credit are the open account 
and the instalment account. Open account credit is one 
that becomes due and payable in full at stated regular 
intervals of one month or less. Instalment account credit 
is credit in which stated instalment becomes due at stated 
regular intervals, usually on payday. Credit principles 
are similar to the two types of credit. However, pro 
cedures are different. 

So that credit may be controlled to keep within the 
confines of credit policy, it is necessary that the system 
adopted be based on definite and well-established princi 
ples. The following principles are fundamental and 
should be carefully followed. 


First, no credit should be extended to any customer 
until a credit application has been completed and ap 
proved. 

Second, applications must be scrutinized carefully and 
a full inquiry either directly or through a credit associ 
ation, must be made into the credit responsibility of each 
applicant. 

Third, credit should be 


analysis of the verified information shows the applicant 


authorized only when an 


meets the credit standards of the firm 

Fourth, terms agreed upon by both parties should be 
firmly sold to the purchaser, and 

Fifth, a consistent collection procedure, that includes 
stopping credit on past-due accounts until payment is 
made, should be followed. The above principles, when 
carefully followed, will enable the retailer to enjoy con 
servative and satisfactory credit business and will elimi 


nate slow, unsatisfactory accounts and tie-up of capital 


A firm stand on past-« therefore, abso 


lutely essential to the success of the credit operation 


iccounts ts 


Having a large number of past-due accounts re 


charge-offs, increased bookkeeping costs, tied-up 
and reduces the credit standing of the retailer 


stomers 


is unnecessary, tor slow paving 


only because they have fallen into the habit of paying | 
since the retailer has not educated them in the importance 
of paving bills when due ind it 3 Llectior 


policy gidly followed ill greatly reduce delinquent 


payment > cau ot mo ommercial failures 


Analyzing Credit Applications 


lhe it executive should be efficient in analyzing 


credit appli » of the most important features 
is an old sayvu 


rl 


is selling » th iplicant lL here 
mong credit exvecutis iccount prop 
1] , 
collected 


ind the cru point in the 


an account ts the point wh 
customer Most iwccounts 
view 

For those ten or fifteen 
a point that may determi 
relationship 
} 


objective is to ivy simply 


tomers pay their All 


iccounts ) I ya 


made during the month are id in full by the 


the month following purchases 

The test of any successful credit oper " 
collection of accounts. Prompt relation vd cor 
tinuance of the customer's business are the ba n which 
the entire credit policy must be built 


of past-due accounts is the most difhcult b, every tool 


that makes this job easy should be adopted The best 


} } 


1 ] 
way to Dring this about ts to prevent ssi 


ow pay” accounts 
by a consistent collection program w hich educates the cus 
tomer in the importance of prompt payment. It must 
be kept in mind that the customer who is permitted to 
buy on credit without paying is being made a slow ac- 
count customer by the retailer himselt 

There are many good reasons for insisting on prompt 
colle tion of accounts other than that the oblis ition to 

should be met promptly y the customer in accord 
ince with the extension of the credit privilege Among 
these are the following 


First, customers have more respe 


that expects prompt payment of bills 


Second, the paid-up customers will make additional 


purchases sooner 


lhird, prompt payments mean liquid capital 

Fourth, the more past due the account, the more difh 
cult and expensive it is to collect 

Fifth, customers with past-due accounts u ly trade 
elsewhere to avoid “nbarrassment of cin their 
creditors, and 

Sixth prompt payments keep 1 customer's credit record 


sound, 


Collection Procedure For Monthly Terms 


Collection procedure for monthly terms would operate 
something on the follow ny manner \t the end ot the 
month, a statement mailed, listing dates and amount of 
iccount The account due on the tenth ()n the 
fitteenth a ounts n \ id would b n econd 
notice thre < ) ( | the 
month er 

tenth 


etter 


ot bother 


which re 


difficult it i 


ilment ile 


yore betore 


m faimer t 
with the amo 
minimum f 

been found a good ru 


than SZU.00) nd 


«<e than S5.00 be a 
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The second principle involves “down payment” policy. 
The general rule is that the down payment should be 
enough to insure that the customer feels he has bought 
the merchandise and not just borrowed. Another is that 
it should be large enough to cover all initial depreciation, 
It should be higher 

A definite store 
If soft goods 
are sold on instalments, down payments should never be 
less than 20 per cent. It 
policy so that all employees realize that the amounts and 
effort should 
a down payment as possible. 


and as large as subsequent payments. 

on soft goods than on durable goods. 
policy should be built based on these rules. 
to state the 


might be well 


percentages are minimum and that every 
be made to get as large 

The third principle is that goods must outlast the con- 
tract and that seasonable goods must be paid for the first 
season. A policy built on this principle will avoid diffi- 
cult collections at the end of the contract when the cus 
tomer is not quite sure the goods are worth the balance 
due on them. 

The fourth principle involves frequency of instalments 
and should 
correspond with payday. If the customer is paid every 
Wednesday, his payment date should fall on Wednesday, 
or the day following. If he is paid on the first and the 
fifteenth, payment should fall 


There are two reasons for this: first, a collection reason 


the schedule of payments. Payment dates 


his due on those days. 


being sure the customer has the money for the payment, 
and second, a sales reason—every time the customer comes 
in the reailer has an opportunity to sell him additional 
merchandise. The size of the payment depends on in- 
the value of the merchandise, the frequency of in- 
stalment. 


come, 
Obviously, weekly payments should be smaller 
than monthly payments. 

The fifth principle, charge a reasonable but adequate 
carrying charge, enough so that each instalment customer 
pays his own way. It is advisable to state the policy on 
carrying charges as a percentage, but not less than a cer 
tain dollar amount, such as ten per cent and not less than 





$1.00. The carrying charge should be figured on the 
unpaid balance only. 
days, policy should call for refunding the carrying charge. 
The final principle is that collection policy on instalment 
accounts should 


If the contract is paid within thirty 


call for swifter and more firm action 
than open account policy. 
It should be noted that these principles involve about 


all that is different between open and instalment credit 
policy. But it must not be thought that instalment credit 
policies involve only these principles in to the 
principles outlined earlier, Also, procedures in con- 
trolling instalment accounts are similar to those discussed 
up to this time. 


addition 
the 


There are some adjustments and changes, 
however, 

The instalment 
should be 


count. 


that need mentioning. 


credit application and investigation 


analyzed more strenuously than the open ac- 


Selling the terms on instalment account is even 
is effectively 
handled at the time of the signing of the conditional sales 


contract or chattel mortgage. 


more important than on open account. It 


Ninety per cent of all instalment customers who violate 
their agreements never made the second payment 
that 
should be followed the day after he misses his payment. 


For 
reason, if for none other, the instalment customer 
call on him to 
The 
other important point in instalment selling is your follow- 
up system ; 


If this crucial second payment is missed, 
collect the full balance or repossess immediately 


if it does not produce results, then repossession 


should be the next step. 
Extension of credit by the retailer can be a means for 


developing greater volume and higher profits, but it must 


be operated efficiently. It must be strictly controlled 
and must be properly supervised Accounts must be 
chosen carefully. The terms must be clear and fully 
understood by both parties, and a fair collection policy 
must be rigidly enforced. 4 credit system based on 
principles such as those included here can be a profitable 


service. xe 














Supplies Available from National Office 


Age Analysis Blanks .. . 
Credit Application Blanks . . 


Good Things of Life on Credit (Edscationel Booklet) 
Educational Blotters (For Credit Bureau Distribution) 9.00 


Stickers and Inserts . . . . 
Guarantee and Waiver Forms . 
Civil Relief Act Waiver Forms 
CREDIT WORLD Binders . 
N.R.C.A. Electros . . : 
N.R.C.A. Membership Siens ‘ 


Better Letters Service (12 issues) 


Pay Promptly Advertising Campaign as mate) , 


* + 


375 JACKSON AVENUE 
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The Credit World, Our Guide Post 


The Crepir Wor tp is the publication that will help 
us face tomorrow. While we are. piling up guns to pre 
vent total war, it is imperative that we also safeguard 
credit to save the economy of our country. The Creprt 
Wor p is always a couple of jumps ahead of times. Our 
editorial staff is aware of the fact that there is no time 
for A.W.O.L. 

We are proud of The Creprr Worp. As all of us 
know, we derive maximum benefits from this outstanding 
publication. We are backed up and supported by informa 
tion which can only be given by the National Retail 
Credit Association and their editorial department. We 
can secure also valuable information and assistance on 
credit granting, collection letters and articles which are 
of untold value. 

Credit alerts are sounding. This is our publication 
There never was a time when ideas were needed more 
than they are today. So let us share the good ideas we are 
using in our offices so that other people will benefit. May 
we adopt the work together spirit, remembering the words 
of J. Mason Knox: “It ain't the guns nor the armament, 
nor the funds that they can pay. But the close coopera 
tion that makes them win the day. It ain’t the individ- 
ual, nor the Army as a whole, but the everlastin’ team 
work of every bloomin’ soul.” 

Henry C. Alexander, Chairman, Creprr Wortp Com- 
mittee, and First Vice President, N.R.C.A., says, “The 
Crepir Worup has always been of great value to the 
credit fraternity and during the coming year we can make 
it even better. Prac tical articles, new ide is, news, and 
letters that have proved successful are needed for every 
issue. Eb. S. Crowder, Arthur H. Hert and Leonard 
Berry of the National Office staff are doing a grand job 
and they need the active help of every member.” 

We find our challenge, “To cooperate universally for 
the welfare of credit.” It is always helpful to get the 
experiences of credit executives who are doing a real job 
Here is the opportunity to participate. As has been said 
the continued untold value of our exclusive publication 
still lives in a degree to which the members will imple 
ment its purposes and share the responsibilities. 

Through the untiring efforts of our editorial staff, our 
publication takes top priority with the credit fraternity 
and there is an ever growing appreciation of the value of 
The Crepir Worip to management. Are we ready to 
give as well as to take? I hope and believe that we will 
submit ideas of improvements, credit news, credit and 
collection letters and outstanding articles to the chairman, 
members of the publication committee, or to the National 
office. Let us help carry The Creprr Worvp to new 
heights.—Stella Murphy, Citizens Savings & Loan Cor- 
poration, Chattanooga, Tennessee, member, Crepit 
Wor.p Committee. 


1953 Conference at New York University 

Along with a large number of trade associations, 
finance organizations and business houses, New York 
University’s Schools of Business will co-sponsor a three 
What's Ahead tor Consumer De- 
>” in New York, April 8-10, 


1953. Previous conferences of this type have been held 


day Conterence on 


mand and Consumer Credit 


Lehigh l ni- 
versity, and at Ohio State University The 1953 Con 


in previous years at Indiana University, 


ference is expected to attract business executives from 
all over the country and from Canadian and other foreign 


cities, 
Paul A. David New Manager at Toledo 
Paul A. David has been elected Secretary-Manager, 

Credit Bureau of 

George ( 


Toledo, Toledo, Ohio, succeeding 
Morrison, deceased. He has been with the 
bureau since 1939 with the exception of two years when 
he was in the Navy and has been assistant manager since 
1946. He is president, Associated Credit Bureaus of 
Ohio and vice president, Toledo Association of Trade 
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iF they haven't used their 
accounts during the 
Christmas Season... 


THEY ARE INACTIVES 
January is a good time to 
“pull them out” and 
reactivate them 


via REPLY-O-LETTER 


it brings results every time! 
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Write to: THE REPLY-O PRODUCTS CO. 150 West 22 $1, N.Y. 11 


Please Mention The CREDIT WORLD When Writing to Advertisers 





SOMETIME ago our firm began a few experiments 
with retail credit sales promotion, with results which we 
will set out briefly here. Whittle’s has for the forty-odd 
years of its existence aimed at being a “‘complete’’ musi 
house, and for a long time now has carried not only 
musical instruments including pianos and organs, but 
radios, television sets, sheet music including instrumental 
and choral works, and phonograph records. ‘Therefore 
we normally carry a large number of instalment and 
rental contracts (we rent pianos and band instruments 
by the month), and in addition have a large number 
of open 30-day charge accounts. We keep our inactive 
accounts of all kinds, for 15 years back, and maintain 
active repair departments. 

Normally we receive from three to ten small orders 
a day from customers who have no account with us but 
who request that the orders be sent C.O.D., or in the 
Just send 


usual quaint phrase, “I don’t want credit. 
me the music and I'll mail you a check when I get it.” 
On these orders, sent out by postal C.O.D., we found 
the returns were always high, the paper work exacting 
and lengthy, and the customer often unhappy about the 
high C.O.D. charges 

Being a sucker for the maxim that 98 per cent of the 
people are honest and hoping by clean living, prayer and 
the law of averages to escape contact with the other 2 
per cent, we began to fill every C.O.D. order undet 
$2.50 in this way: 
charge $2.50 limit for each new C.O.D. customer ; with 


We opened an account with a one 


the order went a card containing an application for a 
regular open account and explaining the opening of a 
“special” account, payable at once on receipt of the 
merchandise and designed for the purpose of saving 
C.O.D. charges. We briefly listed the merchandise 
and services available on open account and urged the 
“convenience, pleasure and prestige” of a regular charge 
account at Whittle’s. The cards cost less than two 
cents each, and we believe our only blunder was in not 
including a return postpaid envelope 

Out of 750 to 900 cards sent out, we have received 
applications from 140 customers, and all but two of 


Nlost of the 


orders were for less than $1.00; yet the total gross sales 


these proved to have good credit records 


on these accounts over eight months are close to $900.00 
and our bad debt loss is under $30.00. The percentage 
ratio would be considered high under other circumstances 
but we believe we have paid a cheap price for 138 good 
new accounts. In the period mentioned, it might be 
added that we have received only 125 applications from 
customers who have come in person, in varying degrees 
of psychic tension, to the credit desk. 

This system, which for want of a better term was 
dubbed “Collect-Charge,” has been our most successful 


effort in the solicitation of new accounts. 
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We tried also the common device of enclosing credit 
application forms in the store’s shopping bags These 
forms were simple in nature and of a sort of decorator’s 
heavenly pink. Out of some 350 sent out in this man 
ner only 21 have come back, and the thought has since 
occurred to us that we may have wandered unwittingly 
into the realm of politics. At any rate, the next order 
will be on blue stock with no nonsense about it. Then 
too, salespeople with the time lacked the inclination, 
and those with the inclination lacked the time, to fill the 
bags; this we have heard is a common experience, and 
we know that to insure the slips being put in the bags 
we will have to do it ourselves in the future. 

We were likewise abashed to find that regularly pay 
ing instalment or rental customers were a sorry source 
of new open accounts. ‘Those who did not already have 
such accounts either believed that they did, or that they 
should have if they did not and that it was up to us not 
We might add that more than 
half our purchasers of bulky durables are sold without 


last minute credit reports being secured a substantial 


to bother them about it. 


down payment has proved to be sufficient security 
discouraging 33 applications have been received 
trom some 400 solicitations This practice likewise we 
are continuing for reasons given above 

We would like to, and may soon, install places on 
the selling floor where the customer is invited to take 
| 


and fill in credit application forms; from a very limite: 


experience in giving salespeople such forms we find 


real, if not widespread, fear among customers of the 
Ode Devil Credit Manager 


Results of Card Mailings 


sent out seven mailings to inactive 


Sometime ag 
charge account customers who have ordered from u 
within the past 18 months (we tried extending this to 
three years, found that 18 months or two years was the 
best) but who have not ordered within six months pre 
ceding the mailing These cards urged some 
merchandise on the customer, stated our regre 


ibsence, made note of special occasions such 


4 hristn is, and sugvested the use of the iccol 
No response was received from two or three reques 
the customer let us know if inything was wrong spar 
ing these about a month ap: t rst five, sending 
out 3,400 cards costing less than $200.00 including mail 
ing, produced gratifying results especially r the dey 
ments concerned 

Finally, we believe consistency and regularity are vital 
to any similar schemes, and invite correspondence with 
others who, like us, have tried credit sales promotion 
once over lightly Hermes Nye, Credit Manager 
Thomas Denton, Assistant Credit Manager, and Jan 
Brunson, Advertising Manager, Whittle Music Com 


pany, Dallas, Texas wat 
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THE ABOVE chart will give our members a 
bird's-eye view of the National organization and its 


activities. 


Many members have expressed an interest in know- 


ing more about the Association, now in its forty-first 


year and serving Credit Granters of North America. 


Membership as of November 1, 1952 was 31,951, 
an increase over October of 76. 

It is anticipated that our membership will be be- 
tween 33,000 and 33,500 by the close of our fiscal 
year, May 31, 1953. 


L. S. Crowder 
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Congratulations, San Francisco 

James E. Severe, sales representative of the Retailers 
Credit Association of San Francisco, has personally signed 
up 115 new subscribers to the San Francisco bureau dut 
1952. The National mem 
bership roll was increased to that extent as in 
Francisco 


ing the first ten months of 
San 
a new bureau membership means a new na 
The percentage of increase of N.R.C.A. 
affiliates in that city compares favorably with that of any 
the 


tional member. 


metropolitan center in the 
Mr. the 

ation he has been an active participant in its expansion 
program his ind 
of the credit bureau's objectives have been responsible for 


The N.R.C.A 


During 
with 


nation seven 


years Severe has been associated Associ 


and sales ability enthusiastic support 


doubling the membership ot the bureau. 
congratulates him for a 


Mr. 


Asso lation in 


job well done. 
Francisco 
the 


Severe became afhliated with the 
1945 
U. S. Marines after 


nected for many years with the Farmers Loan and 


San 


when he was discharged from 
He was con 


Trust 


Company of New York and prior to his enlistment was 


serving years. 


sales representative and head of the Real Estate Division 

of the Credit Bureau of Greater New York. 

G. R. Worley New Credit Manager at Aldens 
Gordon R. Worley has been appointed general credit 


Aldens, In« 


placing J. C. Gilliland who resigned in September 


manager of Chicago mail order chain re 


Mr 


Worley received his promotion exactly 12 years trom the 


time he joined Aldens as staff auditor. During that time 
he held positions as assistant manager of auditing, assist 


ant manager of accounting, accounting section manager 


and auditing department manager, with three years of 


absence for military service. 
Margaret A. Burke Feted on Anniversary 
Marvaret A. Burke, Credit Manager, 
Plainfield, New Jersey, was recently 
dinner in observance of 40th 
More than 100 employes and retired employes attended. 
In paying tribute to Miss Burke’s long years of service, 


Lepper 
honored with a 


her year with the store 


Benjamin ‘Tepper, president, pointed out that the anni 
the store, which was 
founded by the late Adolph Tepper in 1907. He recalled 
how Miss Burke joined the organization in its infancy 


versary was also another one for 


Following the dinner the 
gitt 
representing the television set which was delivered to her 


The N.R.C.A Miss Burke on 


years of service to the credit profession and is proud to 


and contributed to its growth. 


guest of honor was presented with a large box 


congratulates her many 


enroll her as a member of our Quarter Century Club. 
MAKE YOUR HOTEL RESERVATIONS NOW 

It is not too early to make your hotel reservations for 
our 39th Annual International Consumer Credit Con 
ference to be held at The Roosevelt Hotel, New Orleans, 
Louisiana, June 22-25, 1953. Reservations should be 
sent to Roland Ruiz, Chairman, Hotel Committee, D. H. 
Holmes Company, Ltd., 819 Canal Street, New Orleans 
3, La. 
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Coming District Meetings 


District Two (New York and New Jersey) and 
District Twelve District of 
Maryland, Pennsylvania, Virginia and West Virginia) 
will hold a joint annual meeting at Hotel New Yorker, 
New York, N. Y., February 8, 9, and 10, 1953. 

District Three (Florida North Carolina 
South District Four (Alabama, 
hold a joint 

Annual In 
ternational Consumer Credit Conference of the National 
Retail Credit Association, The Roosevelt Hotel, New 
Orleans, La., June 22, 23, 24, and 25, 1953 

District Five (Ohio, Michigan, Ontario, Canada, 
and Kentucky) and District Thirteen (Illinois, In 
diana, and Wisconsin, except Superior) will hold a joint 
at the McCurdy Hotel, Evansville, Ind 
22, 23, and 24, 1953 

District Six (lowa, Minnesota, Nebraska North 
Dakota, South Dakota, Superidr, Wisconsin and Mani- 
toba, Canada) will hold its annual meeting at the Martin 
Hotel, Sioux City, 1953 


( Delaware, Columbia, 


(jeorgia 


and Carolina) and 


Louisiana, Mississippi and Tennessee) will 


annual meeting in conjunction with the 39th 


annual meeting 


February 


lowa, February 22, 23 
District Seven Kansas, M 
Oklahoma) will hold its annual meeting at 
Hotel, Joplin, Mo March 15, 16, and 17, 
District Eight (Texas) will hold its annual meeting 
at the Rice Hotel, Houston, Texas, May 17, 18, and 19, 
1953. 

District Nine (Colorado, New Mexico, Utah 
Wyoming) will hold its annual meeting in Ogden, | 
Hotel Ben Lomond, April 12, 13, and 14, 1953 

District Ten (Alaska, Idaho, Montana 
Washington, Alberta, British Columbia, and 
ewan, Canada) will hold its annual meeting 
Hotel, Victoria, British Columbia, ¢ 
17, 18, and 19 


and 24 


( Arkansas ssouri and 
the Connor 


1953 


()regon, 
Saskatch 
it the En 


May 


press inada 
1953 

District Eleven (Arizona, California, Nevada 
Hawaii) will hold its annual meeting at the U.S 
Hotel, San Diego, Calif., February 


195 3. 


and 
(srant 


> s I ind 13, 





Carl B. Flemington Honored 
F.C.I. 


been conferred on Carl B 


Institute) has 
Flemington, M.C.1., of To 
the National 


at their 


The degree ot (Fellow Credit 


ronto. ‘The award was made by 


Council 


] 


of the Canadian Credit Institute innual meeting 


recently The citation reads “By virtue of distinguished 


and meritorious service in the mercantile and commercial 
Mr. Flemington is 
Bureau of Greater ‘Toronto 
and is past president of both the Associated Credit Bu 
reaus of Canada and the Canadian Credit Institute, To 
He is the Canadian 
The Crepir Wor.p and has contributed articles to many 


life of his community and country.” 
Secretary-Manager, Credit 


ronto Chapter. correspondent of 


Canadian journals on various phases of consumer credit. 








BUREAU SERVICE VALUABLE IN 
SPECIAL FIELD 


Multiple Francisco, California, 
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invaluable in checking the financial responsibility 


business integrity of brokers applying for member 
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Multiple 


dollars of 


three years of its 
sold almost 100 
and currently dollar 
rate of four million per month 

Method of operation is 


stock exchanges in handlin 


operation 


Service has million real 


property volume Is Tuning the 
mpar able to the pro edure of 
securitie \ll listings 
brokers are rep D mn ial forms 
ill other Lhe advantage 


seller it the property iF d in the hands 


sent 


in by member spec 


and a sent to 
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oft over 
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Credit Women Conduct Panel at Los Angeles 


A panel discussion, “Leave It to the Girls,” was con 
ducted by the Credit Women’s Breakfast Club of Los 
Anveles before the Los Angeles Retail Credit Associates 
November 11 The was Jovce D 
Howard, Office Manager, Installment Collection D 
vision, Security First Nat Bank and President 
Credit Women's Breakfast Club of Los Anvel s The 
panel included: Mary Mellin, who spoke 
on “Past-due Customers Marion Singer, Dixie 
Shop stomer Relationship” Gertrude Svensor 
Haggerty Employee Relationship’ Lee Colby 
Packard, Hollywood, “Pe 
Business.” The 
of view in credit pro 
those 
Scott, 


1952 moderator 


onal 


Desmond’s 


Sport 


ind 


rsonalized redit in a Small 


discussion reflected the feminine point 


I received by all 
Shown below is James W 
Assistant General Manager, Retail Merchants As 
sociation, Los Angeles President, Joy 
D. Howard, president of the Breakfast Club 


ems and was well 
attending the meeting. 
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Credit Letters That Increase Sales (New York 
Management Association | West 
New York, 48 pages $1.00). 


Financial 
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Small Loan Laws of the United States (Bureau 
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Cleveland 14, Ohio, 32 page 
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30 cents) 
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repared by Wallace P. Mors 


this first 
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Evidence in Ink International 
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This book, by A. H 


that 


Cirapho Analysis 
Springtiel Mo + pages, 
Morey, is a 


enable vou to 


series of rules 


and illustrations will protect your 
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ind other documents 

A Treasury of Collection Letters and Ideas 
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LEONARD BERRY 


Many valuable credit sales promotion possibilities lie 
in the vigorous promotion of gift certificates, at Christmas 
especially, and also at other seasons of the vear. lf we 
add to the many other merchandising advantages of gift 
certificates the great facility of credit, their appeal to the 
hesitant shopper who cannot seem to find the right gift 
for that particular person is strengthened. 

While most stores do offer gift certificates in a variety 
of color and design, comparatively few stores intensively 
promote their wider sale by encouraging them to be 
charged to customers’ accounts. Managers of credit sales 
might well suggest to their publicity departments the 
desirability of featuring in gift certificate displays, by 
signs throughout the store, and in advertising, the im- 
portant fact that gift certificates may readily be charged 
to monthly accounts. 

To go a step further, solicitation of new accounts, 
opened for the initial purchase of gift certificates, might 
bring in some desirable additional new steady credit 
customers. ‘The availability of gift certificates makes 
a good minor theme for credit sales promotion letters. 

Then too, the recipients of the certificates might well 
be new customers, and thus be introduced to the store 
for the first time. If some way could be devised to 
record their names and addresses a source of possible 
new credit customers is gained. 

It isn't too late, even now, for the credit executive to 
take steps along these lines to help the store capture 
credit sales of gift cert'ficates to Christmas shoppers 
The customers, especially those who delay Christmas 
shopping until the last minute, will appreciate the service 


x * * 


Collection efforts in December are likely to suffer be 
cause of severe work pressure on credit department per- 
sonnel resulting in “no time” for collections. Perhaps 
too, in some stores, there is an unwillingness to “bother” 
customers about bills when Christmas sales volume is so 
urgently needed. 

However, prudent credit executives realize that the 
secret of collection success is steady and consistent remind 
ing of past-due customers that bills must be paid, Christ 
mas or not. 

N.R-C.A. statement stickers are one answer to this 
problem. Easily affixed to past-due statements by even 
the most inexperienced collection department assistant, 
these stickers have proved value in urging payment in 
a pleasant, impersonal, and convincing manner. The 
N.R.C.A. emblem also confers on our stickers a prestige 
not equalled by any other form of collection reminder. 

Indications are appearing that collections are some 
what more difficult than they were a year ago. There 
is undoubtedly some “slowing up.” It is clearly not 
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the time to relax on collection follow up. Greater eftort 


is necessary to achieve goal collection figures. December 
personnel problems often prevent the customary letter 
procedure. The use of N.R.C.A. collection stickers 
comes to the rescue and enables collection routines to 


continue uninterruptedly, even in December 
x * * 
WE NEED LETTERS! Please send 


credit department letters and forms used by you, to 


s imples ot 


gether with your comments on their use and effectiveness. 
We need these letters and forms for inclusion in our 
Letters Books that are such a popular feature of the 
N.R.C.A. booth at the National Conference. We also 
need them for reproduction on this page. Your coopera 
tion will be greatly appreciated 


This Month's Illustrations >> 


Illustration No. 1. This is an excellent example 
of originality and timeliness in letter appeal. Sent in 
the Spring of 1952 to a list of accounts from three to 
five years inactive, it brought a 12 per cent response. 
Sincere thanks to Wallis G. Hocker, Credit Sales Man 
ager, Chas. A. Stevens & Company, Chicago, Illinois, 
for permission to reproduce this outstanding letter. 

Illustration No. 2. ‘Through the courtesy of Mrs. 
Marion Collier, The Parisian, Calgary, Alberta, Canada, 
we show this unusual credit sales promotion folder. 
The single piece is folded, one edge is prepared with ad- 
hesive, and the back used for the name and address of 
the customer. Telling the customer the specific amount 
she is “open to buy” is a definite and positive invitation 
to come in and make purchases. 

Illustration No. 3. This collection letter Bing 
the credit bureau theme, has been very successful. Most 
credit customers are proud of their good credit ratings 
and can be encouraged to do everything possible to main 
tain them. In this letter, Philip Gleason, Manager of 
Credit Sales, Abercrombie & Fitch Company, New York, 
New York, points out that unless immediate attention 
is given to the bill owing, a report will necessarily be 
made to the credit bureau. 

Illustration No. 4. Frederick and Nelson, Seattle, 
Washington, achieve a quality of personal interest in the 
customer by using this facsimile hand-written message 
printed on blank customer statements. Not only does 
the message carry a cordial invitation to resume use of 
the account, but the fact that the “bigger and better 
Frederick and Nelson” offers attractive and expanded 
shopping opportunities is stressed. 


: 2 @ 


To all our readers: Merry Christmas and Happy New 


Year. 
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Dear Customer! 


. inning to loot 
~search de « good thing and it's beg 
oo aaa sau many of our leedere are once ageis pan od 
in this fore of self eppreieal. Let ue hope it's infec 


sboul #? Well, it is, 
Why 4 we start « letter in thie “7 ; 
s the result of « bit of *soul searching" of our = 

ve cart to wonder how many true friends we have ~ can -. : 
‘Gone “ ue - ore we honest end fair in our contacts wit hes 


If we were to ask curses o these questions, ve eraeer mye 
would say “yes” to all of thes. But that's only one s) 
the story - and that bs where you come in. 





mary " ny 
us if we could elways Know . 
~ possible for us to do « little self appraising and to aake 


ourselves better servasts of our community- 





The enclosed pre-eddressed envelope is provided with — 
tnat you will tell us the ewnye". Will you use it? * ° 


Cordial 





y 


yp to 42 
J ies Sf” 
Pallie G. Booker 
Credit Manager 


\ 
y 
“a 
> 





a Like 
Your charge eccount is still open - use it ye 











x‘ 
<0 +. 


THANK YoU! 


v 











ABERCROMBIE & Fircu Co. 


MADISON AVE AT 4506 ©T NEW VoRrK “yy 


ov emay 


(2) 


Hew Tore 28, Hew Towk 
Dear Mr. Morrison: 


& good credit rece 4 ie something to be prowd of, and we 
believe we owe it to our customers a9 wel) i 

help to maintain it. Because of this, we feel they should 
know that stores are required to notify their Credit Sureeus 
when accounts have, without adequate explanation, de ome 
seriously past due. 





Pe just don't like to have any of our acoounte reported in 
this aamer. We know from long experience with our customers 
that almost without exception some reasonable explanation 
exists. Then too, it always gives us such 
when we can say, in anewer to an inquir 
progpt.* 


genuine pleasure 
» *Paying recor 


Tour name doesn't belong on any such Credit Buresu list and 

in appreciation of this, we are halding your account is abeyance 
for ten days, so that you will heave the opportunity te give it 
your immediate attention. 








ineerely, , 
ier 
of tea 
Sie 
a 
flip Clgegop 
Manager, Credit hepartees 
SPORTING GOODS STORE IN THE WwoRrt.n 
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JOHN F.CLAGETT, Counsel, Notional Retail Credit Associction, Washingteni, D 


Consumer Credit Statistics—The Federal Reserve 
Board's latest report shows instalment credit once again 
at a new all-time high. Consumer loans other than 
regular instalment are a little below the peak of 1951. 
The tremendous increase in consumer credit, particularly 
in the period of the last five years, is best illustrated by 
a comparison with former years. ‘The Federal Reserve 
statistics start with 1939, and the table below begins with 
that year. Statistics to and including 1951 show figures 
for end of the year. 

March, 
the lowest month of the year, showed a substantial de 
cline from the end of 1951. From that point the figures 
climbed steadily, with September showing a new all-time 
high of $21,720,000,000, for consumer instalment credit 
and non-instalment credit, combined. ‘The figures below 
are direct quotes from the FreperaAL Reserve BULLETIN 
for October 1952. The column headed “instalment 
credit” includes sale and loan credit. 


Two months have been selected for 1952. 


Loan credit in 
turn includes F.H.A. repair and modernization loans. 
The column headed “non-instalment credit’ includes 
three categories, namely, charge accounts, single-payment 
loans, and service credit. 


Consumer Credit Outstanding 


(In millions of dollars) 


End of lotal Instal Non-instal 
Year or Consumer ment ment 
Month Credit Credit Credit 
1939 7,031 4,424 2,607 
1940 8,163 5,417 746 
1941 8,826 887 
1942 §,692 048 
1943 4,600 ? 001 
1944 4,976 061 
1945 5,627 2,364 
1946 8,677 000 
1947 11,862 434 
1948 14,366 3.600 
1949 16,809 890 
1950 20,097 
195] 20,644 
Mar. 19,565 315 6,409 
Sept. 21,720 252 6,468 
The Consumer Dollar.—aAs reported in the November 
Crepir Worwp, the Federal Trade Commission an- 
nounced it would begin public hearings and other fact 


“ foo 


finding procedures to determine what part of the con- 
sumer’s dollar goes for labor, profits, materials, distri- 
bution costs, etc. With more dollars being spent, as 
shown by the above statistics, it is increasingly important 
to know more about these elements of cost, particularly 
if such information could in any wise save the consumer 
something. It had been assumed by your Washington 
Counsel that numerous statistical studies of this kind had 
already been compiled and perhaps filed away. Ap- 
parently this is not so. 


Chairman Mead of the FTC has just made a prelimi- 
nary report to the President on progress of this study 
on the “Breakdown of the Consumer's Dollar,” as it is 
called. It appears that the Commission's effort will con- 
centrate directly on consumer goods and components of 
those goods. 

Chairman Mead said: “We contemplate a series of 
reports for different products. We have tentatively 
decided that the plan will cover consumer goods, such 
as bread or cheese, or household appliances, and manu- 
factured components of these goods, such as steel, but not 
consumer services, such as dry cleaning or the services of 
public utilities. 

“Limited studies of the breakdown of the sales dollar 
have already been made for certain commodities in vari 
ous government agencies. We are studying these, for we 
do not expect to undertake any part of the job that is 


already being done. We are also studying the statistics 


that various government agencies now collect 


0 that, 
wherever possible, we can use them instead of going to 
businessmen for more figures. 

“We believe this will be one of the most significant 
fact-finding programs ever undertaken by the Federal 
Government. It is also, however, one of the most am 


bitious and complex. Moreover, we cannot be con- 


tent with good averages, such as can often be supplied 
even where details are not accurate; for every margin 
on every product will be important to somebody and 
hence we must be highly accurate, not just in totals or 


averages, but in all parts of the study 


“We expect to consult frequently with those who will 
use the figures and with those who will supply the data. 
The more advice we receive the better; and the earlier 
the better. . . . We hope that interested persons will tell 
us what parts of the information are most needed, 
whether or not our ideas about how to get it are prac- 
tical, and what limitations are inherent in the figures 
that can be furnished to us.” wk 








Collection Scoreboard 


Compiled by the Research Division 
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Washington, D. C. 

The 1952-1953 officers of the Retail Credit Association 
of the District of Columbia, Washington, D. C., are: 
President, Richard F. Datz, The Hecht Co.: Vice Presi 
dent, R. L. Gilchrist, Tom’s Auto Service; Treasurer, 
Mary Hodan, Encyclopaedia Britannica; and Secretary, 
John K. Althaus, The Credit Bureau. 

Prince Rupert, British Columbia 

The new officers and directors of the Prince Rupert 
Retail Credit Granters Association, Prince Rupert, 
British Columbia, Canada, are: President, W. J. Bryant, 
Wallace’s Department Store Ltd.; First Vice President, 
K. DeWitt, Robert Simpson Pacific Ltd.; Second Vice 
President, V. Ciccone, T. Eaton Company Ltd.; Treas 
urer, N. Moorehouse, W. R. Love Electric Company; 
and Secretary, Mrs. Catherine Laurie, The Credit Bu 
reau. Directors: G. P. Lyons, Lyons Fine Foods; J. F. 
Magor, Prince Rupert Daily News; R. S. Hood, Bob 
Parker Ltd.; Eric Speers, Thom Sheet Metal Ltd.; 
and D. Robbins, Frizzell’s Motor Products. 

Lafayette, Indiana 

At the annual meeting of the Greater Lafayette Retail 
Credit Association, Lafayette, Indiana, the following of 
ficers were elected: President, Mrs. Dolores Rohler, 
Sears, Roebuck and Co.; Vice President, Charles Hays, 
Hays Jewelry Co.; Secretary, Herman M. Messing, 
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Credit Bureau of Lafayette; and Treasurer, Lorraine 
Bumgardt, Reifers Furniture Co. 
Cincinnati, Ohio 
At the annual meeting of the Retail Credit Granters 
of Cincinnati, Cincinnati, Ohio, the following officers 
and directors were elected: President, Lawrence Robbins, 
Willis Music Co.; Vice President, John Galvin, Dunlap 
Clothes Shop; Treasurer, Russell Townsley, Henry Har- 
ris; and Secretary, Allison P. Koelling, Credit Bureau of 
Cincinnati. Directors: Carroll Whisler, Mabley & 
Carew Co.; Floyd Wilson, Kline’s Inc.; and Winston 
Clark, John Shillito Co. 
Louisville, Kentucky 
The 1952-1953 officers and directors of the Retail 
Credit Managers’ Association, Louisville, Kentucky, are: 
President, John Emrich, Lincoln Bank and Trust Co.: 
Vice President, Mrs. Lillian Hughes, Montgomery Ward 
and Co.; and Secretary-Treasurer, Carson L. Bard, 
Credit Bureau of Louisville. Directors: Gertrude 
Crosby, Jefferson Dry Goods Co.; Hilma Geiser, South 
ern Optical Co.; Albert L. Haynes, Donaldson Baking 
Co.; Dewey Lindsey, Ewing Von Allmen Dairy Co.; 
Ed J. Reichert, Hubbuch Bros. & Wellendorff; and 
Hardin J. Ward, Stewart Dry Goods Co. 
Lincoln, Nebraska 
At the annual meeting of the Lincoln Retail Credit 
Men’s Association the following officers were elected: 
President, L. F. White, Lawlor's; Vice President, Max 
Meyer, Credit Bureau of Lincoln; and Secretarv-Treas- 
urer, R. E. Skold, United Credit Bureau. Directors: 
Earl Heironymous, Miller and Paine: Jessie Vetter, 
Hotel Cornhusker; R. E. James, City Water and Light 
Co.; John Bourke, Wells and Frost Co.; and Ted 
Barger, Credit Bureau of Lincoln. 
Anderson, Indiana 
Ihe new officers for the ensuing year of the Anderson 
Retail Credit Association, Anderson, Indiana, are: Presi 
dent, Mrs. Margaret Brown, Arrow Pontiac: Vice Presi 
dent, David Sobel, Sobel Furniture Store: Secretary 
Treasurer, John W. Nottingham, Anderson Credit Bu- 
reau; and Floyd D. Dunn, American Security, Director. 
Fort Worth, Texas 
he new officers of the Fort Worth Retail Credit 
Managers’ Association for 1952-1953, are: 
H. French, Jack Collier Drug Co.; Vice President, 
J. D. Moore, Boswell Dairies; Secretary-Treasurer, 
Howard G. Chilton, Credit Bureau of Greater Fort 
Worth; and Executive Secretary, Mrs. Grace Scruggs, 
Credit Bureau of Greater Fort Worth. Directors: J. R. 
Clark, Monnig’s; Roland Bratton, Fort Worth National 
Bank; Mrs. Blanche Bunch, Ellison Furniture Co.; 
Raymond Morrow, Shaw Jewelry Co.; Glen W. Carter, 
Texas Electric Service Co.; and H. J. E. McCord, Fort 
Worth Star Telegram ake 


President, 








You and Your Bureau 


MALLER BUSINESSMEN are experiencing a sea 
~ sonal increase in the number of calls made to the 
credit bureau, and also in the number of calls made to 
them. This creates additional problems for the bureau 
and for its members, Anything any of us can do to lessen 
those problems is mutually desirable 

A credit bureau is a reservoir of facts about credit cus 
tomers gathered from here and there and made available 
when necessary. A reservoir cannot be drawn upon unless 
it is fed 
members 


Feeding the reservoir is the responsibility of the 
The quality of information given the bureau 
determines the quality of the report 

You share the responsibility for maintaining the smooth 
and rapid flow of credit information which is the bureau’s 
lifeblood. It 
bureau achieve its objective of providing accurate, speedy 


definitely to your interest to help the 
and complete information. Credit granters are the chief 
beneficiaries ot credit bureau excellen e Follow these 
simple rules 
l. Require i complete applic ition containing 
A. Given name, middle initial and correct spelling of 
last name. 
B. Full name of wife 
C. Number in family 
DD. Last residence address and if resided there less than 
two years the last previous address. 
Whether owns home, boards or rents 
Name of employer. If more than one position held 
in the past three years, names of former em 
ployers covering that period of time. 
G. Positions held and, if possible, departments in 
which applicant employed. 
H. Names and addresses of trade references, both 
monthly account and instalment. 
Bank references, and whether checking or savings 
accounts 
J. Name and address of one friend and one relative 
Obtain a full report from your credit bureau 
Be sure your credit terms and policies are understood 
by the customer 
Educate new customers to the importance of prompt 
payments. Follow such accounts in the early stages 
of past-dueness 
Report to the bureau any account more than 90 days 
past due 
6. Permanently close accounts of chronic slow-paying 
customers. 
Do not permit overbuying. Observe credit limits, and 
if the customers are entitled to larger limits, increase 
them 


8. Do not permit inst ilment customers to overbuy bex ause 
they are to pay in monthly payments 

A. Collections on instalment accounts should be fol 

lowed in trom three to five days following due 


date 


Do not ask the bureau for a “rush’’ report unless it is 


absolutely essential. A “rush’’ request means that the 
inquiry has to be taken out of routine and accordingly 
others must be delayed. Discuss this with the bureau 


manager; you will find him cooperative 


Now let us consider briefly what you should do with 
requests tor information coming trom the bureau Keep 
in mind that some tellow credit granter will be required 
to decide whether to extend credit or not on the basis of 
the information you and others provide. A case of the 
Golden Rule,’ isn't it? We need clear, accurate speedy 
reports from the bureau and so do others 

Bureau subscribers often complain of the time it takes 

1 report from the bureau. In many cases this 
delay is caused by slowness in reporting ledger informa 
tion. It should be an inflexible rule to give first priority 
to bureau requests. This is not always easy or convenient 
Stores have personnel problems too. However, to main 
tain the smooth flow of credit information we must find 
ways and means of so doing Here the use of “Age 
Analysis’’ forms, so often recommended by us, proves most 
valuable. Regular analysis of accounts receivable listed 
on appropriate forms insures that information c: be 
readily given 

In reporting to the bureau do not use terms such as 
“excellent,” “good pay wonderful customer” and the 
like. Opinions of what constitutes excellence differ. One 
man's excellence might be another's unsatisfactory The 
bureau wants facts rather than opinions; specific details 
rather than generalities. ‘Tell the bureau how long you 
have had the account, highest amount of credit extended 
payment record, balance owing and whether current or 
past due 

Your cooperation is ¢s ential in maintaining the struc 


Make 


your inquiries complete in every detail; your replies crisp, 


ture of consumer credit on a sound foundation 
clear, and accurate. ‘Thus you will gain maximum value 
out of bureau dues and he Ip maintain a reliable « learing 
house of credit information 

Finally, if you are not satisfied with bureau service, 
discuss your problems with the manager. Credit bureau 
managers have a keen sense of responsibility toward their 
members. ‘They want to do a good job for you. You can 
help them do it ane 
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Employee Discount—Policy and Procedure 


HERE ARE the remainder of the replies to a ques 
tionnaire sent to several credit executives asking for details 
of employee discount policy and procedure. From the 
comments we have received this survey has been most 
useful. We will welcome the opportunity of conducting 
similar research projects. Please tell us your problem 


Cleveland, Ohio. . . . First thirty days’ employment, 
per cent. After thirty days, 20 per cent. Shopping pass issu 
and signed by supervisor, Contingents 10 per cent on 
they work. 

Little Rock, Arkansas. . . . Twenty per 
per cent from bill totals 

Rochester, New York. . . . Employees entitled 
cent discount generally first day employed I'wenty pe 
discount certain items regulation clothing and food pur 
store restaurants Identified « “+r by timecard 
employee Charga-Plates. No lim 
reguiars. Amount limited conti: 

Buffalo, New York... .C 


ployees. Salesperson’s authority allow 


cent wearing apparel used at work. 
mer handise Disc« unt allowe | } ure ¢ or tt I pe rson 
wholly dependent on employee 
Fort Worth, Texas. . . . Fifteen 1 nt after ninety days 
Discount ce mputed in sales audit department. Employees who 
pay cash, pay full price, turn in luy licate sal ticket for refund 
St. Louis, Missouri. . Regular emp! 
New employee put 


First six months, 10 per cent d 


extremely lenient handl ig House 


perience very good; find nex 
on only few 

l Angeles, 
regulars, except 
Discount shown on ea 
as being process j 
allowed 25 per cen 

St. Louis, Missouri 
ments except appliance 
by department manager 
time and extras 
one item 

Dallas, Texa 
employment 


Denver, Colora 
cent extra after thirty ue discount card good for 
three months. Requit ' r yn all purchases by all 


employees 
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Memp his, 


Tennessee 


ks 


Empl 


pi 


mployees 





led garment 


wear fashion 


days 


Miami, F 
EMPLOYEE’S SPECIAL DISCOUNT 


EMPLOYEE’S FULL DISCOUNT 
1. Aft i 


“ne 
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C. B. FLEMINGTON . . Canadian Correspondent 
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velling the Credit Bureau in Toronto 


A. H. C. BEAIRSTO, Sales Representative, Credit Bureau of Greater Toronto, Toronto, Ontario, 
Canada 


FTER COMPLETING six months with the Credit 
Bureau of Greater Toronto, four months of which 
I was successful in selling credit bureau services to over 
one hundred new subscribers, | have been asked by Mr. 
Flemington to present this brief résumé with the thought 
that it might prove of interest to readers of The Crepit 
Wor p. 
Due to my comparatively short time of employment, 
and with the feeling that my knowledge of such affairs is 
therefore restricted, my article does not claim to set forth 
all the angles which might advantageously react to the 
new member, but any measure of success which I have 
achieved is the result of an earnest endeavour to know 
and understand credit bureau operation, in order that its 
services may be sold entirely on a merit business. My 
feeling is that the Credit Bureau has much to offer the 
retail merchant in the proper conduct of his operations 
and, in return, he should be willing to contribute details 
as to his trade experience for the benefit of his fellow 
members. My chief selling points relative to the ad 
vantages to be gained through membership are as follows 
(a) In safeguarding against unsatisfactory credit risks. 
(b) Through enhancing the calibre of his accounts re 
ceivable. 

(c) Promotion of credit sales 

(d) In assisting him to collect past-due accounts and, 
finally, 

(¢) To assist in tracing past-due debtors 

In order that any sales talk may be convincing, it is 
necessary that the representative possess complete con 
fidence, both in the services which he sells and in the 
ability to express himself in a clear and concise manner 
Much was, of course, gained through two months of 
routine observation inside the office, which served to 
acquaint me with the existing relationship between the 
merchant and the credit bureau, with the result that, 
personally, I cannot understand how a merchant could 
afford to be without such a service in the proper conduct 
of his business 

Selection of contacts is, of course, to be obtained 
through many and varied sources, but perhaps the more 
likely prospects present themselves through daily study 
of advertisements in the local press and through specific 
observation of window cards, inviting credit accounts 
which was obtained by a thorough canvass of each busi 
ness district in the Greater Toronto area, being ever on 
the alert for merchants doing credit business. It is my 
candid opinion that if a representative is able to complete 
twenty or more calls daily, the number of new subscribers 
received should prove an entirely satisfactory return 

During my visitation, | record on a card the name and 
address of all firms canvassed and if a sale is not im 
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mediately forthcoming, details of the interview are avail 
able when a recall is being considered. At the close of 
each day, I segregate the prospects where some interest 
has been evidenced, for the purpose of future follow-up, 
and make notation as to a sugyested date for this call 
These can then be sorted geographically and much time 
saved by proper arrangement 

A complete daily report is submitted to the manage 
ment, covering all calls made, together with comments 
received, and through this, it has often resulted that I 
have received some useful suggestions as to future ap 
proach. I have found it extremely helpful to set a per 
sonal objective, on the basis of each week and month, as 
this serves to stimulate my activity and add very mate 
rially to the interest in my work. 

In order to complete a sale, without the use of high 
pressure tactics, it is extremely important that my visits 
receive favourable attention, which with proper applica 
tion creates interest, desire and probably action on the 
part of the prospect. 

No general outline of approach can be suggested, but 
it is highly desirable th it a representative express himself 
in such manner as will be easily understood by the inter 
viewed, Present the sales talk simply and yet earnestly 
and allow the prospect every opportunity to express him 
self, in order that business problems may be made ap 
parent. In this way, you are able to gauge his personal 
requirements and if the service offered provides the solu 


tion, even partially, your sale is practically assured 


Value of Membership Placque 
To the Members 


It has been of considerable assistance to me to obtain, 
beforehand, a list of present members who are engaged 
in the samme line ot business as my prospect This usually 
creates a favourable impression. It might be pointed out 
that an unsatisfactory credit risk, who has been refused 
by a competitor, is likely to try his luck with a merchant 
who is not a member of the Credit Bureau. I never fail 
to emphasize the value: of our membership plaque which, 
prominently displayed, advises all applicants that enquiry 
will be made through the files of the local Credit Bureau 
and that his or her acceptance depends on the record 
which he or she has created in the bureau files 

Many a merchant has advised me to the effect that his 
credit losses have been extremely low and that he feels 
that his knowledge of human nature is sufficient in judg- 
ing the degree of a credit risk, but my reply to him has 
invariably been to the effect that he would not consider 
cancelling his fire insurance simply because he had not 
experienced a fire. It might also be added, with every 
respect to his own judgement, that the experiences of 








several hundred other merchants in various lines of busi 
ness, must be of extreme value to any firm considering the 
extension of credit. The small requirement, representated 
by the membership fee, should prove no deterrent when 


the advantages to be gained are considered and in this 


age ot intensive activity in credit merchandising, the 


fullest possible protection against increased bad debt 
losses should be fully appreciated by anyone engaged in 
the extension of consumer credit 

There are many aids which assist very greatly in 
properly completing membership sales, such as the value 
of the imprint of the bureau's impression stamp, “As mem 
bers of the Credit Bureau, we are required to list with 
them all accounts that are not paid promptly,” and letters 
designed for members’ use, to be sent to past-due debtors 
have been found of material assistance. A debtor who has 
become past due will in many cases endeavour to seek 
credit elsewhere and the only way to safeguard a personal 
interest is to advise him that, as a member of the Credit 
Bureau, all past-due accounts must be reported for the 
protection of all members. 

It has been my endeavour to sell memberships on such 
a basis that my prospect will feel that, as a businessmar 
he is not only assisting himself through affiliation with the 
Credit Bureau, but he is also helping others through his 
personal degree of cooperation. In representing the Credit 
Bureau of Greater Toronto, | feel that I am performing 
a public service to those on whom | call and although my 
visits have not always been immediately productive, | 
have invariably received a sympathetic hearing and have 
been encouraged through the extent of good will which 
has been evidenced toward the Credit Bureau and that 

which it stands wae 


CREDIT worLp BINDERS 


THESE NEW BINDERS, which we have recently purchased 
for our Members, are the pamphlet type with stiff blue 
fabrikoid covered sides and the words "The CREDIT WORLD" 
lettered in gold on the backbone, 


twelve issues. There is 


NATIONAL 


375 Jackson Ave. 


RETAIL 





seesncenaanntt UIT? 





an individual wire for each 
issue which can be easily inserted. 
have one of these Binders for each volume or each year. 

THESE BINDERS may be kept on your desk or in your 
bookcase for ready reference. 
at your finger tips you do not have to fumble around for 
your CREDIT WORLD for last November. 
with all the other current copies. 
while you have your issues for 1952 still available. 


ONLY $922.50 POSTPAID 


CREDIT ASSOCIATION 


meets 
“R 

Since the change ot name the Society has enl irg 
activities substantially into the entire field of consumer 
credit life insurance with all types of financial agencies 
There is a growing recognition of the good-will value of 
this life protection, together with the additional features 
of accident and health insurance 

Financial agencies in the consumer personal loan and 
time-sales fields are fully aware of the value of these 
important coverages, because the broad protection and 
low cost of our plans have remained at the same rates 
as heretofore, despite the inflationary spirals in our na 
tional economy for years past 

I ike so many innovations in modern family matters, 
these methods of protection had their roots in a simple 
human concept that, nevertheless, required imaginative 
ness, human understanding, and the courage to risk capi 
tal assets for an unprec edented undertaking No « reative 
contribution to human services, as distinguished from 
mechanical and technological inventiveness, has had a 
more profound and dynamic impact upon a whole people 
than the principle of credit based upon character and 
earning power and its corollary in consumer credit life 
insurance and its related activities. 

Less physic illy evident than other great advancements 
of our time and, therefore, less spectacular, consumer 
credit and credit life insurance and related activities are 
unquestionably deep in the basic sources of this country’s 
producing and consuming strength Their origin, evolved 
from the enterprise of Arthur J. Morris and his associ 
ates, has been the bridge between this country’s mighty 
productive powers and its unparalleled standards of con 
sumer living wee 





Each Binder will hold 


Every member should 


When you have this Binder 


It will be there 
Order one today 


St. Louis 5, Mo. 
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CHRISTMAS “2S 
1e9s5e2 


A. THIS TIME of the year our thoughts tum to Christmas and the National Retail 
Credit Association brings you a Christmas message through The CREDIT WORLD. 


Once again Christmas, as that Day of Days, is a day of contrasts. It is a day com- 
memorating one of Christendom’s most important religious events, with a background of 
great Christian tradition. The day has both solemnity and joy. It is a time of good will, 
when it is just as pleasant to give as to receive and remember each other with words of good 
will, cheer, and hope. It is a day combining religious feeling with a desire for peace and 
good will toward all men with hopes for a better new year. Yet, War, hate, discord, and 
prejudice exist in the world. 


More than ever before Christmas must kindle a dream of peace as a reality and a prayer 
for the world’s awakening. 


It is a day dedicated to the Child. The greatest gift to a child is imagination which can 
fill the world with riches of love, charity, and good will. There are but a few years when 
Santa Claus is a reality and then becomes a symbol. This symbolism to us personally is illus- 
trated by a beautiful letter addressed to Santa Claus, which is quoted here from a Christmas 
Letter by Jerry Fleishman and appeared in The Inspection News, December 1945. 


“Put into my stocking a dash of Human Kindness. 

Add some of the Breadth of Vision that will make me realize that all men are my 
brothers. 

Pour in some of the oil of Graciousness—the mark of a true gentleman. Give me 
to play well my part in this big, busy world and to regulate my life that when I pass 
on no man can say of me: ‘He lived for self alone.’ 

Leave for me a generous package of Good Cheer, so that when my neighbor is 
weighted down with despair I may go to him and help him to look up and hope anew. 

Bring me a Jack-in-the-Box like the one that set my boyish heart to pit-a-pat in 
days agone, only let it be labeled ‘Faith’ and give me to unlock its magic for every 
heavy heart that comes my way. 

And don’t forget a cane .. . not the age-old, peppermint-candy affair but a staff 
of Spiritual Strength on which I may lean when sorrow casts its shadow on my path. 

Make all the children of earth glad, dear Santa, but don’t forget that grownups, 
too, sometimes dream dreams and wish again for childhood unrealities. Write upon the 
minds and hearts of all who have relinquished the carefreeness of youth for the stern 
verities of the daily struggle the message that real happiness consists not of material 
things, but in days spent in the service of one’s fellows.” 


May Christmas bring you glad tidings and the New Year, good fortune with faith, hope, 
and progress toward peace. 


President 
National Retail Credit Association 


Pre ree Pra tna nas nae tna tues tam tam tam tam tam tas 














nts? Here is 4 
for your needs. 


To assist Credit Departments in performing a more efficient credit 
control on past due accounts, we have several times during the past 
few years revised the Age Analysis form reproduced below. Over 
2,000,000 have been sold to date, testifying to its success. 

It is especially effective for smaller stores for use in collection 
follow-up and freezing accounts. 

The size is 9\.,” x 12” and they are padded 100 to a pad. Prices: 
100, $1.25; 500, $4.50; 1,000, $8.50. Postage extra. Special prices on 
larger quantities. Order Age Analysis Form No. 721, today, from your 
Credit Bureau or National Office 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Avenue St. Louis 5, Mo. 
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THE’CREDIT BUREAUS GUARDIA 


THE ABOVE reproduction of a pictorial 
wall placard, from a painting by Frank B 
Nuderscher, an outstanding artist of National 
prominence, will, we are sure, appeal to you 


It is our opinion that the placard, suitably 
framed and displayed in a prominent location 
in the Credit Department, or Credit Bureau 
office adjacent to the Collection Department, 
will build prestige, tying in, as it does, ‘‘Credit 
Is The Foundation Of Commerce’’ with ‘‘Th« 
Credit Bureau Is The Guardian Of Credit 


In addition, the insignia of the National 
Association carries a powerful educational 
message in ‘‘Guard Your Credit As A Sacred 
Trust.’’ 

The reproduction, which is printed in seven 
colors, shows the contributors to the vrowth 
of the nation—agriculture, rail, steamship, air 
and automobile transportation and commerct 
It comes in two sizes, 1714, by 127% inches for 
medium sized rooms, price $2.50, and 233% by 
17';, inches for receptic 


MR.EUGENE B.POWER 


NOF CREDIT 


Recommended size for Credit Offices, 171% by 
127% inches 

Here is what several Bureau Managers have 
to say about these placards 


I 


It is impossible to describe the beauty of the 
wall placard in The CREDIT WORLD for 
which reason we shall, on request, be glad 

sizes on approval 
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